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ABSTRACT 
Multimedia is the marriage of the television with the computer. It is characterized with 
the visual power of television and the interactive power of the computer. Although there 
is little consensus on the definition of multimedia, the experts all agree that it is an 
integration o f t w o or more of the four information types - text, graphic image, sound and 
animation which includes full-motion images. When the element of interactivity is 
added, the user can respond to the information presented as well as affect what is 
presented next. This multimedia application will then become interactive and is called 
interactive multimedia. 
The market potential and opportunities for interactive multimedia are growing. Many 
companies are using interactive multimedia applications for their business development 
such as sales demonstration and point-to-point services. Interactive multimedia 
programmes are also used in education and training, which provide us a better way of 
learning. Communication applications such as video-conferencing allow people from 
different locations share information and discuss business more effectively. Potentially, 
the largest market segment is home entertainment which provides enjoyable programmes 
and 24-hour fun. 
Hongkong Telecom is planning to introduce a series ofbroadband interactive multimedia 
services to every household in mid 1997. The applications o f these innovative services 
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include Video-on-demand (VOD), Home Shopping, Home Banking, Educational 
services, Infomercial and Networked Games etc. They will bring us added convenience, 
freedom and greater control of our lives. 
In this study, we would discuss the applications of interactive multimedia and their 
impacts on our lives and the industry. In addition, we would examine the industrial 
environment for the development of the services and evaluate the marketing plan of 
Hongkong Telecom. Furthermore, the market potential and the target customers of 
these new innovative services are further investigated through a market research. 
Based on the findings, the potential DvlS subscribers are young group with "college 
education or above" and household monthly income ranged from “$20,001 to $40,000” 
In addition to these demographic characteristics, those who like to stay home and are 
willing to pay more for convenience. New technology seeker are more likely to 
subscribe EVlS. Those who find video rental inconvenient and prefer to watch movie at 
cinema than at home also show greater interest in VOD subscription. Besides, existing 
Cable TV users and non-frequent video rental service users (who rent one or less than 
one video per month; assuming VOD charges is 10% higher than video rental price) are 
more likely to subscribe VOD. On the other hand, those who had experience on direct 
marketing, do not enjoy shopping, find no time shopping and dislike to compare product 
before purchase are more likely to subscribe Home Shopping Service. 
For VOD, “reasonable price" was perceived as the most important factor. For Home 
Shopping Service, “product guarantee", “security of personal data" and "price of 
iv 
product" out scored other factors. Hence, Hongkong Telecom DVIS should focus on 
these factors in designing its marketing plan. 
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• R O D U C T I O N 
As the information technologies become more advanced and sophisticated, three basic 
communications appliances in our home - television, personal computer, and telephone 
- a r e going to merge into one which can provide us interactive multimedia functions. 
Most computers allow two-way textual interaction and televisions broadcast one-way 
images with sound. Multimedia combines the visual power of television and the 
interactive power of the computer. By adding TV-like images and sound to already-
existing text and graphics we can add depth and dimension to information and create a 
multi-sensory environment. 
What are the major forces that have come together to create this dynamic new 
environment First, there is technology - digital, software - aided and fiber optic. It 
enables us to compile and arrange information and transport it anywhere the customer 
wants it. Second, there is the customer. Ten years ago, most people were not ready 
for personal computers, modems and remotes. Today, we cannot live without them. 
People need superior services at their choices. Third, there is government, which is 
waking up to the fact that information is our competitive edge in a global economy. It 
is no longer just how good are our ports and railroads. Lastly, deregulation is the 
trend everywhere in the world. 
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The worldwide market for multimedia communications has been estimated to reach 
$3.5 trillion in 2002. Nearly one billion people will have access to the Internet by the 
turn o f t h e century. ‘ This information superhighway is receiving considerable attention 
from researchers, providers, carriers and end-users in the whole world. In USA, major 
computer, cable television, telephone, entertainment, and publishing companies are 
joining forces to bring affordable interactive multimedia services to home and business. 
In Hong Kong, the interactive multimedia industry is still in its infant stage. Hongkong 
Telecom is planning to roll out a variety of broadband Interactive Multimedia Services 
(IMS) applications in mid 1997. Fully exploiting the benefits featuring whatever and 
whenever the customers want, these broadband applications are ranging from video-
on-demand (VOD), home shopping, home banking to network games. In other words, 
with a set-top box and a telephone line our TV will become the shopping mall, the 
theater, the bank, and the game boy etc. A narrowband service called IMS On-Line, 
targeted at personal computer users, was introduced in April, 1996. This service has 
. similar features to the broadband IMS service, with an additional access to the Internet 
service. 
IMS will lead Hong Kong to a new era embracing new lifestyles - with entertainment 
and information at people 's fingertips - with new technologies diminishing the time to 
travel and the distance to information. It will transform the way people work, play and 
learn. It also provides a new platform which allows business to access their customers 
more economically and directly. IMS is pivotal for Hong Kong to maintain a long-
‘Karp, Jonathan. "Interactive Multimedia." Far Eastern Economic Rcvicw 29 Junc 1995 p 
. 3 8 - 4 3 . 
3 
term competitive edge over other countries as the telecommunications hub, and hence 
the commercial and financial hub of Asia. 
Undoubtedly, the impact of IMS upon the future of our world is significant. The 
question is what the applications of interactive multimedia services are and how our 
lives will change as digital technology and interactive on-line services challenge 
traditional means of communication, education, entertainment and commerce. In this 
study, we would investigate the market potential of this innovative services and the 
marketing strategies of Hongkong Telecom broadband IMS in face of the strong 
• competitors such as Cable TV. 
This study was mainly carried out in three parts : 
1. Literature Research 
An extensive literature research was carried out to study what interactive multimedia is 
and its major applications benefit to human beings. The background information of 
interactive multimedia services development in Hong Kong and in U.S.A. was also 
collected. Library research was conducted in the local universities in Hong Kong. 
Some data and information were gathered through the search tools on the Internet. A 
comprehensive literature review provided some useful secondary information for the 
interview and the future report writing. 
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2. Company Interview 
An in-depth company interview was conducted with the officers from the Hong Kong 
. Telecom IMS Limited on February 12, 1996. The following aspects were discussed in 
the meeting : 
• Background o f I M S development in Hong Kong 
• Applications o f I M S provided by Hongkong Telecom 
• Marketing plan o fHongkong Telecom IMS 
• Opportunities and barriers in developing and marketing o f I M S 
The information gathered from the meeting was used to develop the questionnaire for 
the market research in the last section of the study. 
3. Primary Data Collection from Market Research 
Personal interviews were conducted to study the market potential of IMS and the 
characteristics of the potential customers of IMS. Some related marketing 
recommendations were made according to the research findings. More details about 




WHAT IS ES[TERACTIVE MULTIMEDIA? 
Definition ofInteractive Multimedia 
• There are different definitions of multimedia, but most people agree that it is the 
integration of video, music, narrative, sound, image, graphics, animation, and text to 
• ^ _^_^  • 
create a multisensory environment. The addition of interactivity allows the users to 
respond to and interact with this information. 
In the computer world, multimedia refers to software programs that use more than one 
method of communicating information to the user, for example, text and sound. 
Technically, multimedia on the personal computer is not as new as many think. The 
integration of text with graphics has been used in many software applications for years. 
More recently multimedia has come to mean more than the integration of text and 
simple graphics. It now encompasses sound and moving graphic images, sometimes 
called animation. Using this technology, we can simultaneously view windows 
containing text, still graphic images and an animated image, while listening to an 
explanation of what we are looking at on the screen. Multimedia thus greatly enhances 
the learning experience by involving more of our senses. 
:March, Julia A., aiid Vanston, Lavvreiice K. Interactive Multimedia & Telecommunication : 
Forecasts of Markets and Technologies. Austin, Texas: Tcchnology Futures, 1992. 
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Five Components ofInteractive Multimedia 
Multimedia software usually consists of five components: text, graphic, animation, 
sound and interactive links.^ The last one, interactive links, integrates the whole 
program by giving the user way to interact with the program. 
Text is the basis for word processing programs and is the fundamental information use 
in most multimedia programs. In most multimedia packages, it involves the conversion 
of a book to computerized form for the user to read the information quickly without 
constantly referring to the index or table of contents. 
Graphic images are an important component of multimedia. Being human beings, we 
are more visually oriented; therefore, a picture is a powerful way to illustrate 
information. A company database of employees^with names, addresses, or other 
information is not as effective as when photographs of those employee can be 
displayed too. It is one of the reasons why multimedia applications need a large 
harddisk drive or equivalent storage capabilities such as a CD-ROM. 
Animation refers to moving graphic image or videos; for example, a movement of a 
person riding on a horse. It is another visual power of multimedia that can illustrate an 
image or a series of action more lively than still pictures and text. Animation files 
usually require much more storage space than graphic files involving a single image. 
Tvvay, Linda E. Wclcomc to Multimedia. Ncvv York: MlS Prcss, 1992. 
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Sound can substantially reinforce our understanding of information presented in other 
ways. For example, a narrative might describe what we are seeing in a video of a 
horse's gallop and point out what to look for that makes it different from a horse's 
• walk. This can further enhance our understanding of the difference between these two 
gaits. Even though this information can be illustrated using text, it is hard to read 
explanatory text at the same time as watching a video. Furthermore, sound can help us 
to have a clear and accurate description of a lion's roar or a bird's call than using 
words. As with animation, sound files are very large and require lots of disk space. 
Interactive links are used to integrate all parts of multimedia to make them interactive. 
It means a user can point with a mouse and click on certain screen "object" such as a 
button or a highlighted text and cause the program to respond in a certain way. 
Importance of Interactive Multimedia 
Some information technology experts review that multimedia information is inevitable 
because it presents information in a way that is closer to the way we think, learn and 
play. The integration of the information types create information that has greater 
effectiveness, impact and persuasiveness than text or graphics alone. It allows us to 
experience information in many different ways, giving us different perspectives and 
evoking different emotions from the same information. Some importance of interactive 
multimedia is further explained as follows: ^ 
4 March, Julia A. and Vanston, Lavvicncc K. Intcractivc Multimedia & Telccommunicatioii : 
Forecasts of Markets and Technolotiics. Austin, Texas: Technology Futures, 1992. 
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• "It makes the abstract concrete and more easily understandable." 
• “It creates a more humane environment which is closer to the way we think and 
work." 
• “Visualization and audio presentation become more alive and meaningful than just 
reading something in a book." 
• “It is more like the real world." „ 
• "It increases productivity." 
• “It provides a better and easier way to learn and understand." 
• “We can do more things at once - be more efficient in the use of time and it adds 
quality to our work." 
• "We can work more effectively." 
• "It is new paradigm because it is more natural way for people to interface with 
services and information." 
• “It is an enabling way to satisfy and manage people's appetite for all kinds of 
information." 
• “More information is conveyed quicker." 
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CHAPTER III 
KEY APPLICATIONS OF m T E R A C T I V E MULTIMEDIA 
Interest in multimedia from industry is broadly based. Interactive multimedia system 
nowadays can be used in business, communications, training and education programs, 
publishing, entertainment, and reference systems of a wide variety of kinds. We 
divided the applications of interactive multimedia into the following five main 
categories: business, education and training, communication and entertainment. 
Business -
Multimedia allows the effective presentations and sales demonstrations. With the 
addition of audio and full-motion video, it adds the depth and dimension to 
presentations and point-of-information applications. 
In a number of retail applications, multimedia is used. The company uses pictures, 
sound, and motion video as natural media for selling products because it can directly 
and effectively describe a product 's features, advantages and benefits. With 
interactivity, customers can access the specific product information they want and 
make the purchasing decision through the system. This interactive system has an 
additional function to store and analyze the customers' purchasing pattern and the 
company can make use of this information for future business development. 
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One example is real estate firm uses interactive multimedia to show prospective buyers 
information about available houses (See Fig. 1).^ Such program can search quickly 
through a database of listings to houses to locate possible matches upon the requests 
of the customers. The graphic images of each house will be displayed with room 
photographs, layout and maps etc. Other point-of-information applications have been 
developed for auto showrooms, furniture store and clothing stores etc. All these 
services allow the user to customize the information search to meet his or her own 
individual needs and help retrieve needed information quickly and effectively. 
B [ G t E M 
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Fig. 1 : Interactive Multimedia Application on Real Estate Selling 
Source: Tway, Linda E. Welcome to Multimedia. New York: MIS Press, 1992. 
5 Tway, Linda E. Welcome to Multimedia. New York: MIS Press, 1992. 
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Interactive multimedia can also be used in sales and marketing process such as product 
demonstration and presentation. For example, a salesperson for a pharmaceutical firm 
• can show the client a "brochure" on a new drug interactively using a laptop/' The 
clients can view an animated sequence how the drug binds with a germ, flagging it for 
destruction by the immune system. This fun and animated presentation can help the 
client feel more interested in the presentation and get more understandable about the 
drug than using a printed brochure. Further, the salesperson also gets benefit from 
using multimedia application as he can learn better about the product and can handle 
his job more effectively. 
Interactive multimedia can also be found in banking operations7 It allows the users to 
access to the bank's information and operation system through depicting screens. The 
users can easily transfer money, pay bills and settle other financial transactions through 
screen. Also, they can view the bank product listing and retrieve information 
respectively. Some system, for example, allows the users create their own investor 
profile using interactive information. It will then help them to analyze their profile and 
give recommended investment mix of funds based on the customer's information. 
Others are capable to explain and illustrate different types o f loans and perform various 
calculation for the users. For example, it helps the users to determine how much they 
will be able to spend on a house if they want to apply a real estate loan. 
«a-
6 Spletor, Shelley J. "Interactive Multimedia Comes of Age." Public Relations Journal Mav 
1995, p. 42-44. ‘ 
7 Percz, David. "Using Interactive Media for Bank Marketing and Salcs." Bank Markctiim 
May 1995,p. 68-72. 
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Education and Trainirm 
The power of interactive video training and education is already known, especially 
when it is impractical for logistical, cost, safety or other reasons to have a "live" 
teacher. Multimedia can present information in a variety of forms; therefore, it is 
extremely effective in getting across new ideas and concepts. In interactive learning 
process, the users can actively control their progress of learning. Advanced users can 
avoid the more rudimentary information available and choose to move to a more 
advanced concepts. Beginning users on the other hand, may choose to get more help 
and explanations to build up sufficient basic concepts before moving on. In other 
words, the multimedia applications are helpful to users of varying levels of knowledge 
and allow them to proceed upon their own pace. In addition, it is always available, 
flexible to the user 's schedule. 
Education 
Multimedia brings the visual power of television and the interactive power of personal 
computer into the classroom. Graphic, animation, sound and pictures can often excite 
and ignite the imagination of a child where plain text alone has failed. The children 
learn best when they can actively get involved in the process. 
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One example is PaIenque which is a tour through a Mayan ruin controlled by a 
joystick.^ Children and adults who use this application are able to "walk" around 
Palenque and access information from characters along with an archaeologist and a 
botanist. Information about plants and animals, history of the Maya and maps of the 
sit are also available. Palenque is being completed by Bank Street College of 
Education to be placed in museums around North America. 
• The other example is the Multimedia Encyclopedia of Mammalian Biology, published 
by McGraw-Hill.() It is a great demonstration of full potential multimedia brings to 
education. This CD-ROM program is based on Grzimek's Encyclopedia ofMammais . 
It includes over 3,500 color image, 500 maps, one hour of sound clips, and over 200 
minutes of compressed video movie sequences. All of the multimedia elements are 
brought together under a Windows interface with complete navigation, search and 
retrieval. It brings the study of mammals to life with multimedia to enhance the 
educational process. This is one example of where multimedia can be used to enhance 
the material presented in books and encyclopedias to enrich the information and 
education process. (Please see Fig. 2) 
j^  
Bunzcl, Mark, and Morris, Sandra K. Multimedia Apnlications Development - Usiim lndco 
Vidco and DVU Tcchnolotiv. Ncw York: McGraw-Hill, 1994. 
')Ibid. 
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Fig. 2 : McGraw-Hills' Multimedia Encyclopedia ofMammalian Biology 
Source: Bunzel, Mark, and Morris, Sandra K. Multimedia Applications Development -
Using Indeo Video and DVU Technology. New York: McGraw-Hill, 1994. 
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Training 
A lot of companies have developed interactive multimedia programs to train new 
personnel about company polices, manufacturing procedure or other operations within 
• the company. Training is usually using the "one-size-fits-all" approach to training all 
staff but this approach can no longer meet the needs of the increasingly diverse and 
unskilled workforce. However, training program becomes on-demand, portable, 
flexible and re-usable today. Interactive multimedia gives the trainee to have a self-
paced learning that they can have more control over the sequence, the amount of 
information presented to them in each lesson. The employees can interact with 
realistic simulations of job situations so that they are prepared for similar situations 
when they arise. Both young or old, experienced or unskilled employees can take part 
in this training program to learn what they actively like to learn. The program creates 
a better teamwork, greater accuracy and higher productivity. 
Manufacturirm training 
One example of the use of multimedia is in Intel Corporation's manufacturing area.'" 
As a leading producer of semiconductors and microprocessors, Intel faces the task of 
training a large, high-technology, manufacturing work force. The manufacture of 
Intel's products requires a variety of precise skill sets, including the visual inspection of 
parts during the manufacturing process. To complicate the training process further, 
10 Bunzcl, Mark, and Morris, Sandra K. Multimedia Applications Dcvclonmcnt - Usiim lndco 
Vidco and DVU Tcchnology. Ncw York: McGraw*Hill, 1994. 
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paper cannot be introduced to the manufacturing environment because fine particles 
can contaminate the factory. This causes a real business dilemma for the training 
managers to develop a training and job-aid multimedia application for the inspection 
process. This application uses still images taken from the microscope, video from the 
factory, and instructional audio and graphics used in the initial training of the 
inspectors. The application software is provided for training and in the inspection area 
for operators to access as an electronic reference while on the job. If a certain 
questionable image appears in the microscope, the operator accesses the multimedia 
. database in order to confirm whether there is a defect present, and obtains instruction 
about how to proceed. A sample screen from this application is shown in Fig. 3. 
^^^^ -^¾. iiis,yiyytfiiirf^ i:* i^ii “ ^^‘ ‘ . .••':-\'-^ '^  .: .•" :-^ '^ '--"^ '^ ¾¾.,. 
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Fig. 3 : Intel Corporation's Factory Inspection Information 
Source: Bunzel, Mark, and Morris, Sandra K. Multimedia Applications Development -




Interactive video training has been used in corporate training, with much success, for 
some time. Many studies show that interactive training increases retention, decreases 
costs and lessens the amount o f t ime needed in training. In addition, the added benefits 
ofdigital distribution, and the lower cost of using existing personal computer platforms 
for delivery, make this training more accessible and more affordable. 
One example of these savings is Andersen Consulting's development and use of 
multimedia software to transform an instructor-led traditional paper-and-pencil course 
into a highly interactive multimedia course delivered on CD-ROM and using 
multimedia technology." The course is named as Business Practices which uses ‘ 
interactive multimedia to simulate real-life client situations (See Fig 4). Students can 
analyze case company's accounts payable, inarket development, finance and 
distribution. For example, students can participate interactively while they conduct 
virtual interviews, receive telephone calls and memos, and even attending meetings. 
The result to the company and the students has been positive. Students spend about 
50 percent less time in their class since they can work on it at their own pace and the j 
company spends significantly less in delivering the course. Currently, the course is in 
over 200 locations in Andersen Consulting worldwide. | 
1 
' Bunzel, Mark, and Morris, Sandra K. Multimedia Applications Development - Usiim Indeo 
Video and DVU Technology. New York: McGraw-Hill, 1994. 
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Fig. 4 : Andersen Consulting Business Practices Training Program 
Source: Bunzel, Mark, and Morris, Sandra K. Multimedia Applications Development -
Using Indeo Video and D V U Technology. N e w York: McGraw-Hill , 1994. 
Communication 
Multimedia is a new option in communication. Sometimes, having access to 
multimedia is simply adding a video file to an existing presentation package or to an 
existing electronic mail message. The information can be a simple photograph with 
audio annotation attached to a memo or a short video chip that we capture on our 
computer to introduce ourselves to a colleague in another site that may become a 




j One of the most exciting applications for digital multimedia is video conferencing. 
Communications is one of the biggest business opportunities for multimedia because of 
\ 
its ability to digitally transmit pictures and sound as well as computer data over a local 
I 
I and wide area network. With pictures, graphics and video, ideas, problems and 
concepts can be communicated more clearly. Decisions can be reached and problems 
j 
I solved easier and faster. 
At a personal communications level, even simple voice annotation of computer 
documents can become a powerful tool. Voice annotation, ideally combined with 
software that record the screen image, lets the sender attach significance to certain 
parts, much better than is possible with text annotation. The computer can switch 
instantly from one to the other and the receiver of the annotated spreadsheet can listen 
to the comments or ignore them and examine the spreadsheet itselfin detail. 
Video conferencing is part of a growing trend called computer support cooperation for 
work groups. Using multimedia's capabilities, information can be distributed and 
reviewed in chalkboard style, allowing both of the conferring parties to make changes 
< 
or highlight areas of interest in the discussion. One example of this is IBM's Person to 
1 o 
Person/2 software running under OS/2. Person to Persony'2 allows two or more 
computers to share application software information and make changes in application 
software directly on screen. The system can also incorporate a live video camera 
input digitize and compress it with IBM's ActionMedia II boards and transmit over a 
LAN in real time to another similarly equipped wor^Tstation. This allows the user to 
1 2 
Bunzel, Mark, and Morris, Sandra K. Multimedia Applications Development - Usiim lndco 
Video and PVU Tcchnology. New York: McGraw-Hill, 1994. 
« 
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. see a real-time video capture of the object being discussed or the people involved in 
the meeting. 
Video-conferencing for businesses can connect conference rooms from across the 
nation or around the globe and allow large numbers of widely dispersed people to 
work together. Another type of communication application, video-phones for the 
home, will reunite families and friends allowing them to have international parties. 
Entertainment 
Interactive multimedia can provide a lots of entertainment in leisure time. Home 
video-on-demand service allows people to select movies and programs they like to 
watch at any time. In addition, users are able to interact with movie using a system to 
support virtual VCR capability such as the ability to pay, forward, reverse and pause. 
They can also listen to the music by using audio-on-demand. Video game-on-demand 
enables two players at different locations to interact and play the same video-game at 
the same time. Art-on-demand are available to offer sharp and accurate depiction of 
photographs, paintings and sculptures. Furthermore, multimedia magazine, newspaper 
and intelligent infotainment programs allow people to retrieve information more easily. 
In future, people can stay home to enjoy enormous entertainment environment created 
by the innovation of interactive multimedia applications. 
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CHAPTER IV 
j IMPACT OF INTERACTIVE MULTIMEDIA 
I I 
I 
I As documents become more flexible, richer in multimedia content, and less tethered to 
i . . ^ . . . 
paper, the ways in which people collaborate and communicate will become richer and 
i i . 
I less tied to location. Almost every sphere of activity - business, education, and leisure 
s 
-wil l be aiTected.'^ 
i 
I 
I i i 
. Over the next decade, business worldwide will be transformed. Companies will base 
the nervous systems of their organizations on networks that reach every employee and 
beyond, into the world of suppliers, consultants, and customers. The result will be 
companies that are more effective and, often smaller. Business will decentralize and 
disperse their activities. 
The number of offices a company needs might be reduced. A single office or cubicle 
could serve several people whose inside hours were staggered or irregular. The nine-
to-five routine can be banished and people can work whenever they feel like it. 
Already, the major accounting firms such as Arthur Andersen and Ernst & Young are 
among the companies that have replaced large numbers of expensive private offices 
with a smaller number of generic offices, which can be reserved by accountants who 
are in from the field.^^ Employee works at home might be credited only for the time 
he or she is actually performing work. Money spent for commuting, work clothes and 
I ' Gatcs, Bill. Thc Road Ahead. Ncw York: Penguin Viking, 1995. 
“Ibid. 
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lunches out can be channeled elsewhere. Besides, as technology makes it easier for a 
business to find and collaborate with outside expertise, a huge and competitive market 
for consultants will arise. « 
Meetings will more and more often be conducted electronically, using shared-screen 
videoconferencing. Geographically distant collaborators will be able to work together 
in rich ways. The electronic entrepreneur will have opportunities to move among 
relationship with a number of individuals and organizations and provide a much wider 
group of colleagues and friends than does the traditional office. Such meetings will 
become very popular because they save time and money and are often more productive 
than audio-only phone conferences or even face-to-face meetings, because people 
seem to be more attentive if they know they are on-camera. 
The corporate reengineering movement starts with the premise that there are better 
ways to design companies. To date, most reengineering has focused on moving 
information inside the company in new ways. The next movement will be to redefine 
the boundary between the company and its customers and suppliers. Key questions to 
reexamine include: How will customers find out about products? How will customers 
order? What new competitors will emerge as geography becomes less of a barrier? 
As people can easily access to all stores and products electronically in the future, they 
can compare prices and products with little time and effort. People can avoid the time 
. and hassles of traveling or driving car to mall and finding a parking space. Products 
can be delivered to home quickly right away. Therefore, it is expected that 
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competition in the retail industry will be more keen. Indeed, retailers can also get the 
benefits of reducing cost in operation such as rental rate and sales force. Nevertheless, 
malls will never be take over since it is not only a place for goods display, it is a place 
for entertainment. 
In addition, de-massification of media is happening in two ways. First, new technology 
is enabling more of us to own communications channels once restricted to a few large 
publishers or broadcaster. Second, media will be capable of tailoring themselves to 
individual users, so that one program creates different experiences for different people. 
I Rather than the homogeneous mass communications and mass culture of the Industrial 
I 
Revolution, the new interactive media foster diversity. The TV networks now face a 
technological revolution in electronic communications whose outcome will be a 
proliferation of local programming and special interest channels: narrowcasting in place 
of broadcasting. Print publishers might also make a profit on electronic publishing 
without losing money on traditional print and media sales. It leads to the important of 
• worldwide copyright laws which enable the publisher to capture substantial revenues 
that have been pirated. 
The highway is going to give us all access to seemingly unlimited information, anytime 
and anyplace we care to use it. Learning might become more integrated with the self-
supporting lifestyle. Just as information technology now allows Levi Strauss & Co. to 
ofFerjeans that are both mass-produced and custom fitted, information technology will 
bring mass customization to learning.'^ Multimedia documents will bring mass 
5 Gates, Bill. The Road Ahead. Ncw York: Penguin Viking, 1995. 
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customization to learning. Multimedia documents and easy-to-use authoring tools will 
enable teachers to "mass-customize" a curriculum. Computers will fine-tune the 
product -- educational material, in this case — to allow students to follow somewhat 
divergent paths and learn at their own rates. 
Traditional education can be replaced by the ‘‘school in distance" where everyone in 
the community is a teacher, youngsters learn by apprenticeship and independent 
inquiry. The highway will bring together the best work of countless teachers and 
. authors for everyone to share. Computers on the information highway will be able to 
simulate the world as well as explain it. Teachers will be able to draw on this material, 
and students will have the opportunity to explore it interactively. In time access will 
help spread educational and personal opportunities even to students who are not 
fortunate enough to enjoy the best schools or the greatest family support. It will 
encourage a child to make the most o f h i s or her native talents. Educational software 
and links among parents and teachers can allow parents to become more involved in 
their children's education. With electronic telecommunications, we may meet a wide 
range of people from varied background and locales. Any student will be able to enjoy 
the custom fit of tailor-made education at mass-production prices. Workers will be 
able to keep up-to-date on techniques in their fields as well. 
In the longer run, as the information highway makes physical proximity to urban 
services less important, cities, like companies, may be downsized,) Over the past 
hundred years most of the population of the industrialized world has chosen to live in 
16 Gatcs, Bill. Thc Road Ahead. New York: Penguin Viking, 1995. 
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urban areas, after consciously or unconsciously balancing the pluses and minuses. The 
drawbacks of city life are obvious and substantial — traffic, cost of living, crime, and 
limited access to the outdoors, among others. The advantages of city life include 
access to work, services, education, entertainment, and friends. The information 
highway will change that balance. For those who have a connection to it, the highway 
will substantially reduce the drawbacks of living outside a big city. As a employee 
involved in a service-related field, we will be able to collaborate easily from virtually 
anywhere. As a consumer, we will be able to get advice, shop and see movies without 
leaving our house. 
\ 
. . • . 
•.» - : 
• : . f-
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CHAPTER V 
nMTERACTIVE MULTIMEDIA SERVICES IN H O N G KONG 
Honakong Telecom and Its Interactive Multimedia Services (IMS) 
In U.S.A., major computer, cable television, telephone, entertainment, and publishing 
companies are joining forces to bring affordable interactive multimedia services to 
homes and business. In Hong Kong, Hongkong Telecom is the first company which 
takes the challenge and initiates to develop the interactive multimedia services in Hong 
Kong. It has investigated the opportunities of this new service for years. In early 
1994, the strategic planning unit approved this project and a series of action were 
taken afterward to prepare the introduction of the service. The service is named as 
Interactive Multimedia Services (IMS) as a whole. 
: . • • 
In October 1995, Hongkong Telecom formed a new company named as Hongkong 
Telecom IMS Limited (Hongkong Tdecom IMS) to explore a range of Interactive 
Multimedia Services (IMS) business opportunities in the new information era in Hong 
Kong. The creation of Hongkong Telecom IMS is a very important strategic step to 
ensure that Hongkong Telecom's long-term business growth can be strengthened. It 
aims to diversify to capture business opportunities in the rapid growing and advancing 
digital networks, especially in face of deregulation in the telecommunication market. 
. Hongkong Telecom IMS milestone is summarized in Appendix 1. 
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Hongkong Telecom IMS originally planned to introduce Video-on-demand (VOD) in 
mid-1996, followed by Home Shopping and Home Banking in the following year. 
However, the VOD project was postponed to mid 1997 because of some technical and 
regulatory problems. The new roll-out plan for the IMS is illustrated in Appendix 2. 
Using the "first-in" strategy, Hongkong Telecom is expecting to create a lead over 
competition that will be difficult for other competitors to match. Being a 
telecommunication giant, Hongkong Telecom has the technological competence and 
capital. The new company's infrastructure development expenses will run from $2 
billion to $3 billion in the next three to four years and it will run more than HK$10 
billion in the next ten years. It aims to cover about 80 percent of Hong Kong 
household over first four to five years of o p e r a t i o n . ^ 
>as 
In order to gain the technology know-how and market information, Hongkong 
Telecom IMS spent HK$64 million (US$8.3 million) in setting up a Video-on-demand 
• trial, one of the key building blocks of the future multimedia network. Two trial tests 
were conducted. A technical trial (first phase) among 50 internal staff and family 
members was conducted in September 1994. The second phase of trial commenced in 
March 1995 and lasted for 6 months with over 400 households located in 19 buildings 
across different income groups. These trials helped the company evaluate the 
programme in terms of customers' preference and pricing schemes. 
. 17 “Telecom Rings ln Era of Intcractivc Multimedia." Hong Koim Standard 8 November 1995. 
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Legal Environment of Telecommunications in Related to IMS Development 
Hong Kong has retained its position as the region's telecommunications centre over 
the past three years, supported by advances in technology and government action. The 
decision to allow three new competitors into the fixed local network, was announced 
in late 1993. After a review of tenders, The OfFice of the Telecommunications 
Authority (OFTA) announced that Hutchison Communications, New T&T Hong 
. Kong (controlled by the Wharf groiip), and New World Telephone would be issued 
licenses to compete with Hong Kong Telecommunications (Hongkong Telecom) after 
the expiry of the latter's local license on June 30 1995.'^ Hongkong Telecom will 
retain its exclusive franchise on international calls until 2006. The granting of the three 
new fixed licenses was approved by the Sino-British Joint Liaison Group (JIG) in 
March 1995. 
In the government point of view, the process of liberalization, re-regulation and 
deregulation allows a fair competition in all sectors of the telecommunications industry 
and ensures the service providers to give the services in the most economically efficient 
manner in response to market development. Bringing to consumer benefits, service 
innovation, customer responsiveness and competitive pricing are introduced. 
However, Hongkong Telecom was an immediate "beneficiary" of the threat of 
competition posed by the government's initiative. In a very short period, the 
company's plan to become far more market-driven was implemented. In order to 
I ^ • • 
Official Guidc to Tclccommiinication in Hoim Koim. Hong Kong : Thc Hongkong Tclccom 
Association, 1995 
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maintain the leading position in the telecommunications industry, Hongkong Telecom 
decided to introduce interactive multimedia services to further develop the market and 
match the market 's new need. 
In March 1995, Hongkong Telecom received approval from the Telecommunications 
Authority for a six month trial of VOD. Hongkong Telecom undertook that no 
Category III fiIms or "indecent" material as classified under the Control of Obscene 
and Indecent Articles Ordinance would be used in the trial.^^ Please see Appendix 3 
for more details. 
However, the current court case about Wharf Cable initiated a judicial review in the 
‘ High Court against the government and Hongkong Telecom, in which the government 
issued the VOD license to Hongkong Tdecom. ( It was argued that VOD should be 
treated as a pay-TV service that a new license to cover only the content of VOD was 
inadequate. However, the judge ruled that VOD was different from television 
broadcasting. VOD was a point-to-point service, so it should not be classified as pay-
TV and should not be governed by television laws. Even though VOD service is 
different from pay-TV, the government conceded VOD service would compete for 
exactly the same audiences as WharfCable ' s existing pay-TV services. 
Recently, Broadcasting Authority invited to draw up a code of practice for VOD 
providers where the VOD licenses would have the same foreign ownership and cross-
19 "OFTA Press Release (1995)," by the Office of thc TcIccommunications Authority, 3 
March 1995. (Internet Home Page Acldrcss : http://www.ofta.gov.hky'press/pr95a_f.html) 
"^  “Wharf Loses Court Fight over Video-on-demand." South China Morning Post 25 March 
1996. 
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media ownership restrictions as licenses have under the T V Ordinance.^' But other 
IMS services such as Home Banking and Home Shopping will not be under any 
ordinance. New legislation for VOD services will be set up and it is hoped that it 
would be passed by Legislative Council by July 1996. It is proposed two VOD 
programmes licenses will be offered. One is expected to come from Hongkong 
• Telecom and the other is still unknown. The new VOD licenses would then subject to 
the approval of the Chinese side of the Joint Liaison Group (JLG). 
On the other hand, in March 1996, Cable T V ' s monopoly on pay-TV service has been 
• 22 
extended for another two years by Telecommunications Authority. In other words, 
Cable TV can monopolize the pay-TV market until mid June 1998. No new pay-TV 
licenses will be issued until after another review in 1998. 
" '“Wharf Cable to Continue Action Against Government, Hongkong Telecom." Honu Koim 
Standard 14 February 1996. 
‘ 2 2 "Cable TV Monopoly Extended by 2 Years. South China Morniim Post 22 March 1996. 
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Analysis ofIndustry Environment 
Competitors and Substitutes 
Hongkong Telecom's VOD will provide lnfomercial and TV programmes which are 
similar to those broadcasted by the existing television channels. In Hong Kong, there 
are four broadcasting companies, carrying totally 28 television channels.^^^ Television 
Broadcasts Limited (TVB) and Asia Television Limited (ATV) each delivers two 
channels. STAR TV has four channels whereas Wharf Cable has 20, which include 
four pay-per-view channels. Hongkong Telecom's VOD is expected to compete 
directly with WharfCable ' s pay-TV services for the same audiences. By the end of the 
decade when Wharf Cable's optic fibre cable transmission system is in place from 1996 
onwards, it can offer almost 40 channels and a full-service multimedia network in 
Hong Kong. The service is called Intelligent TV 500, a play on the mythical 500 
channels promised by the information superhighway. Together with ATV and TVB's 
channels, and a likely expansion of STAR TV's line-up by 1996, this will ensure that 
up to or more than 50 channels would be available to viewers in Hong Kong in the 
coming y e a r s ? 
For movies, VOD will compete against cinema, video rental store, subscription TV 
(Cable TV and Star TV), and the ordinary wireless TV channels. Among them. Wharf 
Cable offers Near-VOD service which involves the time-shifted transmission of the 
“Television Broadcasting in Hong Kong." 31 October 1995. (Internet Home Page Address : 
http: // www. info. gov. hk/i nfo/tvbcast. htni) 
'^ Karp, Jonathan. “Interactive Multimedia." Far Eastern Economic Review 29 Juno 1995, p. 
38-43. 
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same programme at set time intervals using multiple programme and/or channel 
allocations. The viewer can tune in to a selected programme at the appropriate time, 
but once the programme has commenced, the viewer is entirely passive in his or her 
reception of the video selection, ln contrast, Hongkong Telecom's VOD offers 
customer full control to choose what they want - when they want it. People can go 
call up their favorite using TV set and remote control. This is a very innovative service 
which is unmatched with the existing services. 
For home banking services such as balance enquires, payments, loans applications and 
fUnd transfers, customers can access the system through phone banking services which 
are offered by most of the banks nowadays. However, adding TV-like images, text 
and graphics, IMS Home Shopping Service will add depth and dimension to 
information and create a multi-sensory environment. These are especially useful for 
foreign exchange rates, insurance services, mortgages and investment tips which are 
more complicated and difficult to communicate through telephone. 
The existing direct marketing services such as catalog ordering, direct mail on 
newspaper/magazine and TV home shopping are close substitutes for Home Shopping 
Service. Nevertheless the latter has an advantage of better presentation. Besides, 
transaction can be confirmed immediately. 
Hongkong Telecom IMS is creating a competitive edge over its competitors. It 
addresses the need for customer choice, control and convenience. Nevertheless, head-
on-head competition is expected, especially when Cable TV is also going to introduce 
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a new product. Cable on-demand which includes video, news, shopping and games 
services. Besides, low switching costs, high propensity of customers to these 
substitutes (such as TV) and relative low price of these substitutes would pose a threat 
on IMS. In addition, the increased number of competitors, high fixed costs to set up 
the operation and difficulty of exit from the industry will certainly intensify the 
competition among the existing players. 
Suppliers 
There are three major groups of suppliers in supporting the operation of the interactive 
multimedia services. They are the technology providers, the business partners and 
content providers. 
To get the latest and most advanced technologies, Hongkong Telecom IMS has pre-
selected five technology vendors to support the system operation and networking of 
IMS. They are Iwatani/Fujitsu, Hewlett Packard, NEC, BroadVision, and Sybase.^^ 
The scope of their work is summarized in Appendix 4. Besides, Hongkong Telecom 
IMS has signed on 80 business partners, in effect, the shops in the virtual mall. These 
partners include the Bank of China, Hongkong Bank, Wellcome, Park 'N Shop, Just 
Gold, Pizza Hut, Tower Records and the Royal Hong Kong Jockey Club etc. Fifty of 
them are listed in Appendix 5. Nearly 33 TV programmes suppliers have also enlisted 
as content providers to the interactive network (See Appendix 6). Alongside the 
development of business partnerships, Andersen Consulting has also been selected to 
"'"Fujitsu to Hclp Launch HK Multimedia Marvel” Honn Kong Standard 9 Jamiary 1996. 
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assist and advise Hongkong Telecom IMS in project management and systems 
integration. 
The presence of large amount of substitute inputs, the low threat of forward 
integration and the low concentration of suppliers mean that the bargaining power of 
suppliers is not very high. This is especially true for those business partners who 
would fmd themselves in disadvantage when their competitors can access this new 
distribution channel but they cannot. However, the introduction of Cable TV ' s 
Intelligent TV 50, that offers Cable-on-demand and home shopping services, means 
that these suppliers may be possible to find a substitute distribution channel in a 
comparatively more cost-effective way. 
New Entrants 
Tlie high capital requirements, economies of scale, government policy as well as the 
absolute cost advantage of advance technology and fully-fledged telephone network 
make it difficult for new firms to enter the industry. 
Customers 
The low switching cost and the possibility of customers' needs fulfilled by a wide 
varieties of substitute services increase the bargaining power of customers on IMS. 
However, for those sophisticated customers who like convenience and full control of 
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their lives may have little choices. Besides, the services represent only a small fraction 
of the income of the target middle class. Considering all these factors, the bargaining 
power o fbuye r s is fair. 
In general, the forces of suppliers and new entrants are rather weak whereas that of 
competitors and substitutes are strong. Long-run profitability prospect and 
opportunities are great but it is not easy to make it success. Hongkong Telecom IMS 
has to find a position in the industry where the company can best defend itself against 





To maintain a competitive edge over other countries, a country should develop a good 
j infrastructure. The need for a superinformation highway is foreseeable in South East 
Asia countries and China as their economies grow tremendously in the past few years. 
These countries will certainly be potential markets for future development of 

















New World Telephone (NWT), one of Hongkong Telecom's new fixed telephone 
network rivals is also considering introducing VOD service as well. Nevertheless, it is 
unclear whether NWT will be able to offer VOD at an economic price at first, because 
unlike Hongkong Telecom, NWT does not have a fully-fledged telephone network in 
place. ' ' 
j « 
i 
"''"Telecom May Need Separate VOD License." Hong Kong Standard 8 February 1996. 
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Inadequate subscriber base 
According to the economic prospects and the operational situation of Wharf Cable, it 
is doubtful whether Hong Kong market can support another new form o f T V service at 
this stage. Wharf Cable has invested $5 billion in start-up costs for Cable TV and has 
planned to sign up 450,000 subscribers by the end of 1994 to break even. However, it 
could only achieve fewer than half of this number. At present. Cable TV has 200,000 
subscribers. Therefore, it is not easy to predict whether Hongkong Telecom IMS can 
garner an adequate subscriber base as it plans. 
Government regulation and licensing 
I 
I 
The new legislation for VOD services and other IMS is still unknown. In addition. 
Wharf Cable has strenuously challenged Hongkong Telecom's VOD trial every step of 
the way, arguing that it is a back door entry into Cable TV. Hongkong Telecom has 
thus far prevailed in convincing the government that point-to-point interactive 
telecommunications services, such as VOD, are different from Cable TV which is a 
form ofbroadcast ing and should not be regulated as pay-TV service. 
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CHAPTER VI 
MARKETING PLAN OF HONGKONG TELECOM IMS 
i 
Target Customer 
Hongkong Telecom IMS targets its customer in a unit of household. Based on the 
VOD market trial, it was found that the usage of VOD is inversely proportional to 
income. The lower income segment watched three times more than the wealthy 
segment. However, Hongkong Telecom IMS will target the middle income 
households with an average monthly income range from $25,000 to $40,000. It is 
because this group of people have more time to stay home than the wealthy segment 
and they have more money to spend than the lower segment. In addition, they are 
known to adopt new technology earlier. Furthermore, focusing on one single market 
segment (middle class), the company can manage the project more effectively and can 
better control the marketing process, especially in the introduction stage. 
The company estimated that in the first year of service, 60,000 to 70,000 household 
users will join the programme and the number will grow up to 250,000 in the second 
year. By 2001, the service will become more popular and about 80% Hong Kong 
household will access to IMS. 
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Marketing Mix o f I M S 
Product 
Hongkong Telecom IMS develops a full range of interactive multimedia services 
including Video-on-demand, Home Shopping, Home Banking and Education Services 
etc. 
Video-on-demand (VOD) 
Hongkong Telecom's VOD will give the customers a complete viewing control 
because it lets the customers choose what they watch and when they watch it. They 
can watch their favorite programmes at a touch of a remote control, with no pre-set 
viewing schedule and with no more worries about video out-of-stock. 
Programmes offered includes entertainment (e.g. movies, music, TV and sports), 
infotainment (e.g. info-journal, documentary, travelogue and news) and edutainment 
(e.g. lifestyle and children programmes) etc. 
To meet local peoples' tastes, about sixty-five percent of the programme will be in 
Cantonese and will be dominated by local Chinese programming though the 
programmes are from around the world. It is unlikely that the film distributors will 
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allow VOD to show films at the same time as the films are on cinema release; however, 
the films are expected to be newer compared with those on TV channels. 
Furthermore, there is a built-in VCR-like functions which include rewind, fast forward 
and pause. The customers can also preview programmes prior to ordering to ensure 
satisfaction. 
Home Shopping 
IMS will transform a TV set into a virtual shopping mall and bring on-screen shopping 
to home. Home shopping will soon be fun, convenient and available 24 hours a day. 
Hongkong Telecom IMS has signed on 80 business partners. Shops ranging from 
supermarkets, fashion boutiques and music store to toy shops, travel agencies and fast-
food delivery outlets, are all available only at touch of a remote control button. People 
can view merchandise, compare prices and place orders at their leisure and have their 
purchases delivered straight to their door. They can purchase items using a flexible 
payment method, including direct debit and payment by credit card. 
Home Banking 
With Home Banking service, it is like having a 24-hour bank in the privacy of peoples' 
own homes for them to manage their financial affairs. Balance enquires, payments, 
loans applications, local and foreign fund transfers are all available from this virtual 
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bank. Customers can also direct access to foreign exchange rates, insurance services, 
mortgages and investment tips. People do not need to wait on a long queue in a bank 
and inconvenient banking hours will no longer bother them. 
Education Services 
Interactive educational services enable students and teachers from all over the world to 
exchange ideas, educational experiences, and form study groups in the comfort o f the i r 
home, 24 hours a day. A comprehensive range of interactive courses ranging from art 
appreciation and science, to computing and economics will be offered. People can 
learn at their own pace as they can pause, repeat and skip a portion of the lecture 
anytime they wish. 
The applications for IMS are endless. Besides the above applications, IMS will also 
include services such as payment service, electronic yellow pages, cross-
merchandising, TV-on-demand, Infomercial and network game. 
For security purpose, each member in a household will get an individual Personal 
Identification Number (PIN). This limits small children's access to certain programmes 
or services while the head of the household can access to all services. PIN is also 
necessary for data protection and immediate on-screen confirmation of all purchases. 
Besides, an additional PIN will be required for those financial/banking transactions to 




To provide the services, Hongkong Telecom IMS has to build the interactive network, 
j 
whose components include advanced computer storage and distribution systems, a 
sophisticated video server and digital set-top boxes that decode information piped 
along the cable into TV sets.^^ (See Fig. 5) 
I 
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Fig. 5 : Interactive Network ofHongkong Telecom's IMS 
Each customer's home is equipped with a set-top box which comes complete with a 
handhold remote controller. Programmes are centrally stored in digital, compressed 
form on a video server. The video server is actually a number of computers linked 
together, forming a high speed processing platform needed to store and deliver the vast 
quantities of data represented by compressed, digitized video. Programmes are 
27 “ Hoiig Kong Information Technology Times." Hong Kong Economic Time 7 June 1995. 
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transmitted along telephone lines to set-top boxes connected to phone sockets and a 
television. The set-top box decompress, decode and reconstruct the television signal 
into a form acceptable to an ordinary domestic television set which is activated only 
when there is specific call-up from the customer. 
Fibre optics and broadband transmission rates are needed to provide fast, economical 
delivery of multimedia information. In other words, the public digital networks 
required for multimedia communications services will demand significant new 
investments, making much of the existing telephone network obsolete. Indeed, some 
of the new commercial buildings are already provided with this fibre optic. What 
Hongkong Telecom going to do is to expand that and to enlarge it into the residential 
areas. 
Another technology, asynchronous digital subscriber line (ADSL) also allows viewers 
to have VOD and two-way interactivity over standard copper wires. It uses video 
compression and requires specially conditioned wired and a home decoder. In other 
words, money can be saved on building fibre optic network. However, ADSL is not 
economic as every building has to install certain extra equipment such as modem. 
Thus, it will only be used in testing market or small market and the equipment can then 
be reused afterwards. 
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Price 
Basically, Hongkong Telecom IMS will have different payment systems for the 
customers and the business partners, ln a monthly base, the customers will be charged 
I I 
the fixed access fee which allows them to get access to all IMS applications such as 
VOD, Home Shopping and Home Banking Service etc. 
VOD will be a special service where the customer has to pay in each view of movies or 
programmes. The charge will depend on the types and latest of movie or programme. 
The feedback from Hongkong Telecom's VOD trial indicated that people are willing to 
pay a small premium of 10% for movies, compared with the cost of renting a video. 
Indeed, the cost of monthly rental will be about PfiC$200 and HK$15-25 per view. 
According to an analysis, the average costs o f V O D could well be in the range of $300 
to $380 that is rather high compared with its competitors. At present. Cable TV is 
charging its subscribers $208 per month for the basic channels and the Cable-on-
demand programmes are charged at $20 or $25 per view with an addition of $100 
annual charge. 
Hongkong Telecom IMS plans to use a skimming strategy to cover the sizable 
development cost. Besides, distribution capacity is still limited at the eaiiy stage as the 
target is only the middle class who are less price sensitive. 
"^  "Coming Soon to a Home Near You." Hong Kong Business April 1995, p. 12. 
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For business partners such as shops and banks, it will be charged differently depending 
on the nature of business. For Home Shopping, the teleshops will have to pay a 
monthly fee for the placement of the product or service information on-line. Or a 
commission on sales will be charged from teleshops. For Home Banking Service, 
charges will be based on successful transaction made and the bank is responsible to pay 
instead of the end-user. 
Hongkong Telecom IMS expects that end-users' payment will constitute the main 
proportion of total revenue in the first year. But, as home-banking and home-shopping 
services develop and more business parties join the services, the revenue collected 
from the business parties will become more important than that from the end users. 
To settle their payment, customers can either pay by credit card or visit Hongkong 
Telecom CSL Shop or Hongkong Telecom Service Centre to pay the bill in person. 
Bills will be sent to customers on a monthly basis. For those products purchased 
through Home Shopping, customers can pay by credit card or cash on delivery. 
Promotion ^ 
Notwithstanding to the fact that IMS is still in pre-introductory stage, many 
newspapers and magazines have already reported thousands of news about this new 
superhighway. This increases the public awareness o f l M S . 
I i 
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Besides, Hongkong Telecom IMS has also launched some promotion campaigns. As 
IMS involves advanced and sophisticated technology, a great promotion efFort is 
needed to explain this new service to potential customers. For instances, Hongkong 
Telecom IMS has launched several road shows and exhibitions in Cityplaza, Pacific 
Place and New Town Plaza etc. These promotion events are aII focused on its target 
i j 
1 
1 customers - middle income class. 
i ! 
1 In addition, people can also experience Video-on-demand and Home Shopping Service 
1 ‘ 
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"''Internet home page address of the demonstration: http://www.ims.hkt.com.hk. 
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Assessment of Strengths and Weaknesses 
Strengths 
Sophisticated services 
The key benefit of IMS focuses on customer liberation. Customers will finally have 
full control to choose what they want ~ when they want it. People can go call up their 
favorite movies, go shopping, make bank transaction, using TV set and remote control. 
This is unmatched with the existing services. 
VOD is essentially an on-line video rental store but it can provide a more convenient 
service to the customers. The customers do not need to plan ahead to go to video 
rental store to pick up a video. They can watch movie at any time they want at home 
and do not need to go out to rental store in purpose. For selecting a film, VOD will be 
able to show trailers which is certainly better than just the video cover. Besides, films 
on VOD will probably be newer compared with those on TV channels. Recent hits, 
classic films, children's movies, foreign productions and action movies will also be 
available at any time. 
For Home Banking Service, customers will benefit from the 24-hour banking services 
and avoid wasting time in long queues. Customers can also easily get accurate, update 
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and detail banking or investment information which is difficult, if possible, to present 
through phone banking. 
Using Home Shopping Service, people can save time in traveling, especially for those 
convenience goods since shopping for everyday goods such as toiletries and dry food 
is boring and troublesome. The users just pick up the remote control, select a product 
category from a windows-like menu on the TV and make a product selection, then the 
purchases will be delivered straight to their door. 
Talent employees and strategic partners 
IMS is a knowledge-based business. Hongkong Telecom is the first mover and has 
built up a very experienced team of experts. Besides, it has also gained invaluable 
know-how and market information from the Video-on-demand trial. This helps 
Hongkong Telecom IMS know more about customer's programme preferences and 
needs which are essential for its success. Learning and accumulating the necessary 
skills will give Hongkong Telecom an information advantage. 
ln addition to the in-house expertise, Hongkong Telecom have worked together with 
many distinguished business partners and technology partners to co-develop various 
IMS applications, lt can probably help to develop and improve the services in a better 
way to fulfill the endless need of the customers. 
I I 
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Fullv-fledp:ed telephone network 
The existing fully-fledged telephone network offers Hongkong Telecom IMS distinct 
advantages over potential competitors which have to invest a lot of capital to build up 
the network and the most important of all, not withia a short period. 
Massive availability of capital 
Though Hongkong Telecom will lose some of its lucrative long-distance call traffic to 
the new operators. The telecommunications market will now expand much faster 
because of the development of new services stimulated by this competition. Hongkong 
Telecom will still have 15 % increase in profit coming from the long distance service. 
Characterized by high market share and low growth, Hongkong Telecom is no doubt a 
“cash cow ,, lt generates large cash surpluses which can invest in other potential 
services such as IMS. 
Widespread acceptance ofcompany brand name 
For more than a century, Hongkong Telecom has played an important role in Hong 
Kong by providing one of the finest telecommunications networks in the world. It has 
established a well-known brand name and innovative image in customer's mind, which 
Helps in promoting the future innovative products and services to the publics. 
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Weaknesses 
Inexperience and high cost ofinvestment 
The multimedia network industry is still evolving, and many of the available multimedia 
products and technologies are in first generation. Being the first in the industry, 
Hongkong Telecom IMS has to invest tremendous amounts of money in research and 
development, training stafF and building the network etc. until cost resolves itself as it 
moves up the learning curve. 
High cumulative charge 
IMS offers viewers more control and convenience but at higher price compared with 
other competitors. Video renting allows people to-watch the video several times or 
even circulate among their friends. In this situation, it is much more economic to rent 
video at store. Besides, the charge to rent a video is small and it is hardly noticed, 
whereas VOD will be billed monthly and the cumulative charge will be more 
significant. 
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CHAPTER V I I 
MARKET RESEARCH ON IMS 
Purpose of Survey 
The main purpose of this survey is to study the market potential of Interactive 
• 
Multimedia Services (IMS) in Hong Kong and determine the characteristics of target | 
i j 
customers, their interests, preferences and perception on these services, so that some i 
effective marketing strategies can be developed to attract these target customers to 





The research objectives are as follows : ‘ 
I 
• To study the public's awareness and interest in subscription of Interactive 
Multimedia Services. 
• To determine the customers' preferences and perception on Video-on-demand and 
Home Shopping Service. 
• To determine the target customers of the services especially the Video-on-demand 
and Home Shopping Service by an in-depth study of demographic information, 




This market research was basically using descriptive research inethod and a stmctured-
undisguised questionnaire was designed as shown in Appendix 7. 
As mentioned in Chapter VI, the target customers of IMS determined by Hongkong 
Telecom IMS are those who are living in middle income households ($25,000 to 
$40,000 per month). In order to obtain the information and opinion of this group of ‘ 
I 
i 
target customers, three middle income private housing estates were selected and ‘ 
personal interviews were conducted at the public area of each housing estate at the 
period of lime shown in Table 1 : 
Table 1 : Time Table ofPersonal Interview for Market Research 
Location Date Time 
Shatin City One (Shatin) April 1, 19% 4:00 p.m. to 9:00 p.m. 
Sceneway Garden (Lam Tin) April 2, !996 4:00 p.m. to 9:00 p.m. 
Taikoo Shing (Quarry Bay) April 3, 1996 4:00 p.m. to 9:00 p.m. 
The time period o f 4 : 0 0 p.m. to 9:00 p.m. was chosen because it was the best time in a 
day to access the residences who went home from work or from school and they were 
not in a hurry as in the morning. The opportunity to get their cooperation and 
participation in the survey was comparatively higher. 
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Non-probability sampling method was used and convenient samples were picked | 





In the later section of this chapter, we would use the frequency test (simple tabulation) 
I 
to illustrate the demographic information, personal experiences and awareness of IMS i 
services of the respondents. Mean score would also be used to make comparison 
between the importance of factors in considering the subscription of VOD and Home 
Shopping Services. In addition, the willingness of using VOD and Home Shopping 
Services at different charges was compared using the mean score. 
Cross-tabulation and Chi-square test were used to check if any differences existed j 
1 
between different categories of respondents. The hypotheses would be developed as 
ii 
follows : 
Ho : There is no difference in responses among different categories. 
Hi : There is difference in responses among different categories. 
If the value of the Pearson Chi-square statistic is larger than the critical value or the 
observed "significance level" in Chi-square test is less than 0.05 (assuming 95% 
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confidence level), we can reject the null hypothesis. In other words, it is likely that the 
two variables are related. 
To facilitate the procedure of testing and analysis, the following hypotheses are set up: 
(1) Ho : There is no difference in the willingness to subscribe VOD between 
Cable TV and non-Cable TV subscribers. 
Hi : There is difference in the willingness to subscribe VOD between Cable 
I 
TV and non-Cable TV subscribers. i 
(2) Ho : There is no association between the willingness to subscribe VOD and 
frequency of video rental. 
Hi : There is association between the willingness to subscribe VOD and 
frequency of video rental. 
I 
(3) Ho : There is no association between the willingness to subscribe VOD and 
'1, 
the perception ofinconvenience of video rental service. 
Hi : There is association between the willingness to subscribe VOD and the 
perception ofinconvenience o fv ideo rental service. 
(4) Ho : There is no association between the willingness to subscribe VOD and 
the preference of watching movie at cinema than at home. 
Hi There is association between the willingness to subscribe VOD and the 
preference ofwatching movie at cinema than at home. 
55 
(5) Ho: There is no association between the willingness to subscribe home 
shopping service and the experience of direct marketing service. 
Hi : There is association between the willingness to subscribe home 
shopping service and the experience of direct marketing service. 
(6) Ho : There is no association between the willingness to subscribe home 
shopping service and the likeliness of shopping. 
Hi : There is association between the willingness to subscribe home 
shopping service and the likeliness oFshopping. 
(7) H„ : There is no association between the willingness to subscribe home 
shopping service and the experience of finding no time shopping. 
Hi : There is association between the willingness to subscribe home 
shopping service and the experience of finding no time shopping. 
(8) Ho : There is no association between the willingness to subscribe home 
shopping service and the likeliness ofcomparison before purchase. 
Hi There is association between the willingness to subscribe home 
shopping service and the likeliness of comparison before purchase. 
(9) H„ : There is no difference in the willingness to subscribe IMS between 
Cable TV subscribers and non-Cable TV subscribers. 
Hi : There is difference in the willingness to subscribe IMS between Cable 
TV subscribers and non-Cable TV subscribers. 
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(10) Ho : There is no difference in the willingness to subscribe IMS between male 
and female. 
Hi : There is difference in the willingness to subscribe IMS between male 
and female. 
(11) Ho : There is no difference in the willingness to subscribe IMS among 
different age groups. 
Hi : There is difference in the willingness to subscribe IMS among different 
age groups. 
(12) Ho : There is no difference in the willingness to subscribe IMS among people 
with different education level. 
Hi : There is difference in the willingness= to subscribe IMS among people 
with different education level. 
(13) Ho: There is no difference in the willingness to subscribe IMS among people 
with different household income. 
Hi : There is difference in the willingness to subscribe IMS among people 
with different household income. 
(14) Ho : There is no association between the willingness to subscribe IMS and 
the preference of stay home in leisure time. 
Hi : There is association between the willingness to subscribe IMS and the 
preference of stay home in leisure time. 
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(15) Ho : There is no difference in the willingness to subscribe IMS between 
information seeker and non-information seeker. 
Hi : There is difference in the willingness to subscribe IMS between 
information seeker and non-information seeker. 
(16) Ho ; There is no association between the willingness to subscribe IMS and 
the likeliness to participate in outdoor activities. 
Hi : There is association between the willingness to subscribe IMS and the 
likeliness to participate in outdoor activities. 
(17) Ho ; There is no association between the willingness to subscribe IMS and 
the willjngness to pay more for convenience. 
Hi : There is association between the willingness to subscribe IMS and the 
willingness to pay more for convenience. 
(18) H,, : There is no difference in the willingness to subscribe IMS between 
those like and those dislike to seek new technology. 
Hi : There is difference in the willingness to subscribe IMS between those 
like and those dislike to seek new technology. 
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Data Analysis and Finding 
Demographic Information 
The demographic information o f t h e 133 respondents was summarized in Appendix 8. 
Among 133 respondents, 63 were male and 70 were female. The distribution o f t h e i r 
sex, age, education level and monthly household income were illustrated in Fig, 6, 7, 
8 and 9 respectively. The profile is close to census data except education level which 
is relatively high, indicating that there may be more well-educated people living in 
these middle income residential areas. 
Fig. 6 : Sex Distribution among 133 Respondents 
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Fig. 7 : Age Distribution among 133 Respondents 
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Fig. 8 : Education Level Distribution among 133 Respondents 
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Fig. 9 : Monthly Household Income Distribution 
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Current and Past Experience 
Cable TV subscription 
It was found that 56 respondents (42.11%) were currently using the Cable TV 
services and 77 respondents (57.89%) were non-Cable TV subscribers (See Fig. 10). 
The most common reason of not subscribing Cable TV services was the high price. 
Some mentioned that they had already no time to watch the free programs on wireless 
TV channels, so it was not worthwhile to pay so much money even Cable TV 
provides much diversified programs. Some claimed that the services and programs 
provided by Cable TV were not satisfactory. The image/resolution of picture was 
much worse compared with that viewed from laser disc or video tape. 
Fig. 10 : Subscription of Cable TV Service 
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Frequency of renting videos f rom store 
The frequency of the respondents renting a video tape or laser disc f rom video rental 
store was illustrated in Fig l L It was found that 60% of respondents rented one or 
less than one video per month f rom the video rental store. It showed that the majority 
o f t h e people was not frequent user of the video rental services. 
— 
Fig. 11 : Frequency of Renting Video from Video Rental Store 
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Experience on direct marketing services 
It was found that only 45.1% of 133 respondents had solid experience on one of four 
direct marketing services listed in the questionnaire and 54.9% did not have any 
experience at all (see fig. 12). It seemed that direct marketing was not very popular in 
Hong Kong. Inexperienced respondents commented that they did not trust this kind of 
services and preferred to purchase product in retail stores. And, some experienced 
respondents disliked direct marketing service as they had some unhappy experiences 
on delivery service and product quality. -
Fig. 12 : Number of Respondents Having Experience on Direct 
Marketing Services 
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Awareness of Interactive Multimedia Services, 
VOD and Home Shopping 
Among 133 respondents, 54.9% had heard about Interactive Multimedia Services 
offered by Hongkong Telecom in next future and 43.6% and 44.4% were aware of 
Video-on-demand (VOD) and Home Shopping Service respectively. (See Fig 13) 
Fig. 13 : Awareness of IMS, VOD and Home Shopping Service 
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In the questionnaire, a 5-point scale system was used to ask the respondents to 
describe the degree of importance, willingness and agreement in answering the 
questions. The definition of the 5-point-scale system was shown in Table 2. 
j Table 2 : Definition of 5-point-scale system in Questionnaire 
i 
Score Importance Willingness Agreement 
1 Not very important Definitely will not Strongly disagree 
2 Not important Probably will not Disagree 
i i 
3 Neutral Don ' t know Neutral 
I 4 Important Probably will Agree 






Perception on the Importance of Factors in Considering 
the Subscription o f V O D 
By comparing the mean score of importance of each factor, it was found that the 
respondents perceived that "Reasonable Price" as the most important factor in 
subscribing VOD, followed by factors of "User-friendly Interface", "Availability of 
Diversified Programmes", “Conveiiieiice” “Availability of Updated Movies" and 
‘‘Time Saving" in descending order (See Fig. 14). All factors were perceived as 
imporkinl as the mean scores were ranging from 3.820 to 4.376 and above the neutral 
point o f3 .0 . 
Fig. 14 : Importance of Factors in VOD Subscription | 
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Perception on the Importance ofFactors in Considering 
the Use o f H o m e Shopping Services 
For Home Shopping, “Product Guarantee” was perceived as the most important factor 
with a mean score of 4.624. Other factors ranked in descending order were as follows: 
“Security of Personal Data” "Price of Product", "User-friendly Interface’ 
“Convenience” “Availability of Diversified Products" and "Time Saving". All factors 
were perceived as importcmt with the mean score ranging from 3.970 to 4.624 (See Fig 
15). 
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Willingness of Purchasing Products through 
Home Shopping Service 
To determine which product category was mostly acceptable by customers to purchase 
through Home Shopping Service, the mean score of degree of willingness of the 
respondents to purchase was calculated (See Fig 16). It was found that most 
respondents were only willing to purchase "CD & Video tape", "Books, Newspaper & 
Magazines", “Food & Drinks” and groceries products on-line. These items were 
scored above 3 but less than 4. On the other hand, they were not willing to take the 
risk of buying “Toys & Gifts”’ “Sports & Recreational Equipment", "Home 
Appliances", "Clothing & Footwear” and “.lewelry & Accessories" through Home 
Shopping Service. The mean scores of these items were all below 3. Among all items, 
“.lewelry & Accessories” got the lowest mean score of 1.579. 
It was observed the first group of products was low-involvement products whereas the 
second group was high-involvement products. It matched the scenario that the 
consumers were more likely to buy high-involvement products, such as expensive 
jewelry in person instead of through any direct marketing services. 
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Willingness of Subscription o f V O D at Different Monthly Charge 
It was found that 85.71% respondents were willing to subscribe VOD if the basic 
monthly charge was below $100, but only 54.89% of them were willing to subscribe 
it when the charge was raised to "$100 to $199". The subscription rate was further 
dropped to 37.59% and 4.51% when the charge was increased to "$200 to 299" and 
“$300 or above" respectively ( See Fig. 17). 
Fig. 17 : Willingnesson VOD Subscription 
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As indicated by the mean score of willingness of VOD subscription (See Fig. 18), 
respondents were generally not willing to pay more than $200 to subscribe the VOD 
service but they were more willing to try when it was charged less than $100. 
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Fig. 18 : Mean Score of Willingness on VOD Subscription 
5.000 n , 
,^^^ I 4,293 
4.500 -
c 4.000 - ^ H 333^ 
! i : : _ . _ 
^ E — _ — _ _ J _ _ ^ — 
Less than $100 $100 - 199 $200 - 299 $300 or above 
Basic MonthlyCharge j 
71 
Willingness of Subscription of VOD at Different Charge Per Movie 
The charge per movie also affected the willingness of the respondent in subscribing 
the service (See Fig. 19). Among 133 respondents, 78.19% said they were willing to 
subscribe VOD when the charge per movie was 10% less than the video rental price. 
Fewer respondents (45.11%) were willing to subscribe the service when the charge 
was same as video rental price. Only 15.79% would subscribe it when the charge was 




Fig. 19 : Willingnesson VOD Subsciption 
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By Studying the mean score, it was observed that the respondents were generally not 
willing to pay more than 10% higher than the video rental price to subscribe the VOD 
service (See Fig. 20). 
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Fig. 20 : Mean Score ofWillingnesson VOD Subscription 
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In the following section, cross-tabulation and Chi-square analysis were used to 
examine if respondents of Cable TV subscribers/non-subscribers, frequent/non-
frequent video rental, different life style or behavior would have any differences in their 
decision to subscribe the VOD service. 
Cable user vs. non-cable user 
By cross-tabulating the willingness of subscription of VOD across Cable TV 
subscription under different monthly charge scheme (see Appendix 10), it was 
observed that Cable TV users (94.6%) were more willing to try VOD than the non-
Cable TV users (79.2%) when the basic monthly charge was less than $100 whereas 
their willingness to subscribe VOD were more or less the same when the charge was 
between $100 to 199. 
It might be because of the price difference between Cable TV and VOD subscription. 
The basic monthly charge of subscription of Cable TV services was $208. If the 
subscription fee was much less than this amount, most of the existing Cable TV users 
undoubtedly would like to switch to use VOD service. The non-Cable TV users, in 
«j 
contrast, would less likely be attracted by the service even at this low price as they had 
no time/interest to watch. When the subscription fee was comparable with or just a 
little bit less ("$100-$200") than that o fCab le TV, only h a l f o f t h e existing subscribers 
were willing to shift to use VOD. This may be because Cable TV subscribers were 
allowed to watch programs on 15 basic channels without additional charges, whereas 
VOD subscribers had to pay every program they watched. 
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In addition, the charge per movie showed the influence on the willingness of VOD 
subscription. By Chi-square analysis, there was significant difference between Cable 
users and non-Cable users when the charge per movie was 10% lower, same as and 
10% higher than the video rental price. (See Appendix 10) By eyeballing the data, it 
was observed that non-Cable TV users were more willing to subscribe VOD than the 
Cable TV users when the charge was 10% less than or same as the video rental price. 
When the charge was 10% higher than the video rental price. Cable TV users were 
more likely not to subscribe the service. 
Frequent video rental service user vs. non-frequent video rental service user 
The frequent users were defined as those who rented at least 2 videos per month from 
video rental store whereas the non-frequent users were those who rented one or less 
than one video per month. 
It was found that the non-frequent users were more likely to subscribe VOD than the 
frequent-users at different monthly charge scheme (See Appendix 11). However, 
tVequent-users were more likely to use VOD service when the charge per movie was 
10% less than the video rental price (Appendix 12). When the charge per movie was 
the same or 10% higher than the video rental price, non-frequent users were 
comparatively more likely to use the service. 
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Influence o f l i fe stvle and behavior 
With regard to life style and behavior, those who found renting video from rental store 
inconvenient were more likely to subscribe VOD (See Appendix 13 and 14). Besides, 
those who preferred to watch movie at cinema than at home were more willing to 
subscribe VOD service as well (See Appendix 5 and 16). 
This unexpected result could be explained either by: ( ! ) those preferred to watch 
movie at cinema might also enjoy watching movie at home (2) those who had little 
interest to watch movie at cinema might be not interested in watching movie at all, 
regardless the place of watching the movie. 
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Willingness of Subscription o f H o m e Shopping Services 
Different Product Prices 
Similar to the case of V O D subscription, when the charge was increased, the 
willingness of subscribing the service will be decreased. It was observed 85.68% of 
respondents was willing to use Home Shopping when the product price was 10% 
lower than the retail price. Only 4% of the respondents was willing to use Home 
shopping when the product price was 10% higher than the retail price (See Fig. 21). 
Hi addition, the mean score was dropped to below 3.0 when the product price was 
higher than the retail price (See Fig. 22). In other words, they were generally not 
willing to use the service when the product price was once higher than the retail price. 
Fig. 21 : Willingness in Using Home Shopping Service 
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I Fig. 22 : Mean Score ofWillingness in Using Home Shopping 
Service 
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I Influence of experience on direct marketing service 
By cross-tabulating the subscription of Home Shopping Service across the experience 
of using direct marketing services, the null hypothesis was rejected. In other words, 
there is no association between experience of using direct marketing service and the 
willingness of using Home Shopping Service. (See Appendix 17). However, by . 
eyeballing the data, it was observed that experienced respondents were more likely to 
use the Home Shopping Service than the non-experienced respondents when the 
product price was 5% less than retail price. 
Influence of l i fe style and behavior 
It was found that those who were more likely to use Home Shopping Service had the 
following life style and behavior: 
• they did not enjoy shopping (See Appendix 18), 
• they always found themselves no time to go shopping (See Appendix 19); and 





Willingness of Subscription o f I M S 
Among 133 respondents, only 1.5% said they would definitely subscribe the IMS and 
42.1 1% said they would probably subscribe it when it was launched in mid 1997. 
Besides, 36.84% of the respondents said they would not subscribe the services. (See 
Fig. 23) 
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In the following section, cross-tabulation was used to examine if the subscription of 
Cable TV, demographic data and different life style or behavior would affect the 
respondents' willingness of subscription o f I M S . In addition, Chi-square test was used 
to test i f there was significant difference among different attributes in willingness of the 
subscription at the confidence level o f95%. 
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Cable user vs. non-Cable user 
Though the null hypothesis that there is no difference between the Cable TV users and 
non-Cable TV users in willingness of the subscription of IMS cannot be rejected (See 
Appendix 21), it was observed that the Cable TV users were more willing to subscribe 
IMS than the non-Cable TV users on eyeballing the result. 
Ini1uence ofdemom-aphic information 
The Chi-square analysis showed that there was significant difference between male and 
female in willingness of the subscription of IMS. (See Appendix 22) The male 
respondents were more willing to try the new services than the female. 
Also, it was found that there was significant difference among age groups in 
:'. . 
willingness of the subscription o f I M S . (See Appendix 23) The respondents aged "29 
or below” were more willing to subscribe IMS than other groups. It might be because 
this age group was new adopter of new technology. The respondents between 30 to 
.>9 were the group more likely to re]ect IMS than others. By comparing the behavior 
of these age group of respondents with other age groups, it was found that they were 
the most outdoor activities participants and respondents between 30 to 39 might not 
have so much time to stay home to use IMS. 
81 
The Chi-square test proved that there was significant difference between respondents 
with college education level and non-college education level in willingness of the 
subscription IMS (See Appendix 24). It was observed that the respondents with 
college or postgraduate education were more willing to subscribe IMS whereas those 
with secondary education or below were more likely to reject to subscribe the services. 
The relationship between the monthly household income and the subscription of IMS 
was illustrated in Appendix 25. By eyebaIling, it was observed that the respondents 
from monthly household income between $20,001 to $40,000 was the group most 
willing to subscribe the services. It was matched with the marketing strategy of 
Hongkong Telecom in which the company was planning to target at the middle-
income household with monthly household income between $25,000 to $40,000. 
Influence of l i fe style and behavior 
The null hypothesis that there is no relationship between the likeliness of staying home 
in leisure time and the willingness of the subscription of IMS cannot be rejected (See 
Appendix 26). However, by eyebaIling the data, it was observed that the respondents 
who Iiked to stay home were more willing to subscribe IMS. 
By cross-tabulating the willingness of subscription IMS across the information seeking 
behavior (See Appendix 27), the null hypothesis again cannot be rejected. In other 
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words, there is no relationship between the information seeking behavior and the 
willingness o f t h e subscription o f I M S . 
To study the relationship between outdoor activities participation and the willingness 
of subscription of IMS, it was found that there was significant difference between the 
respondents who liked outdoor activities and those who disliked outdoor activities in 
the willingness of subscription of IMS. (See Appendix 28) By eyeballing the data, it 
was surprisingly found that the respondents who liked outdoor activities were more 
likely to accept to subscribe the service whereas the those respondent disliked the 
outdoor activities were more likely to reject the service. 
In addition, there was significant difference between the respondents who preferred to 
pay more for convenience and those who did not in the willingness of the subscription 
of IMS. (See Appendix 29) Those who were more willing to pay more for convenience 
were also more willing to subscribe IMS. 
Furthermore, it was found that there was significant difference between the new 
technology seekers and non-new technology seekers in the willingness of subscription 
IMS across new technology seeking behavior. (See Appendix 30) The new technology 
seekers were more likely to subscribe IMS whereas the non-new technology seekers 





From previous chapters, an overview of the IMS cLevelopment in Hong Kong and the 
marketing plan of Hongkong Telecom IMS have been discussed. In this section, we 
would like to make some recommendations based on the findings from the market 
survey and analysis of the company's marketing plan and the whole industry as well. 
Awareness o f t h e Services 
Based on the market research findings, about 55% respondents have heard about the 
services before. It seems that the public awareness of these new services is not very 
high. Therefore, the primary task of Hongkong Telecom IMS at this stage should do 
is to increase public awareness of the services. 
The company can achieve the aim through some more promotion activities. Though 
advertising through mass media has high penetration, it is not appropriate at this stage. 
First, since the company is only planing to focus on the “middle income” segment, 
advertising on mass media may not target the right audience and it wastes the 
resources. Second, as IMS involves advanced technology that most people may not 
feel easy to use, face-to-face interaction or demonstration can certainly help them 
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understand more about the services and learn the interface of the applications. It can 
relieve their worries of the operation of th i s sophisticated applications. 
Target Customer 
To design an effective marketing strategy, Hongkong Telecom IMS should identify its 
target customers correctly. Since customers can be complex creatures with 
combinations of desire and needs, the information about their characteristics, lifestyle 
and behavior is very crucial in designing an effective marketing strategy. Focusing on 
the right target, the company can save more resources, effort and time to realize 
greater returns. 
Based on the findings, Hongkong Telecom IMS should put more emphasis on 
marketing the IMS to young people with "college education or above" and household 
income ranging from “$20,001 to $40,000”. Besides, male is more willing to subscribe 
IMS. 
In addition to the demographic characteristics, the target customers of IMS are found 
to be characterized by their likeliness of staying home and paying more for 
convenience. The new technology seekers, but not necessary be the information 
seekers, are also the right targets for the services. Those who find video rental 
inconvenient and prefer watch movie at cinema than at home also show greater interest 
in VOD. Besides, current Cable TV users and non-frequent video rental service users 
are more likely to subscribe VOD (assuming basic monthly charge to be “$100 -
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Sl99") . Head-on competition is inevitable as Hongkong Telecom IMS and Cable TV 
are targeting on the same customers. 
Hongkong Telecom IMS must be aware of the complaints of some Cable-TV users 
j that they found the image they viewed through Cable TV broadcasting has bad 
‘ resolution and is unclear. The company should foresee this problem and prevent the 
.j 




I , . 
For Home Shopping Services, experienced users of direct marketing services are the 
potential customers of Hongkong Telecom IMS. Furthermore, those do not enjoy 
j j shopping, find no time shopping and dislike to compare product before purchase are 
i 
also the target customers for Home Shopping Service. 
I Recommended Marketing Mix 
According to the research findings, "reasonable price" was perceived as the most 
important factors in VOD subscription. On the other hand, "product guarantee", 
"security of personal data" and “price of products" out-scored other factors in 
considering subscription of Home Shopping Service. Other factors such as user-
friendly interface, convenience etc. were also treated as important factors in 
considering the subscription of IMS. In other words, Hongkong Telecom IMS should 
focus on these factors in designing its marketing plan. 
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P r o d u c t 
Simple and fantastic interface 
One of the challenge is to develop the server technologies, software interfaces, and 
interactive content which are simple enough to let a 8-year-old child to order a pizza or 
a 88-year-old grandma to search for the information she needs. On the other hand, the 
system should be sophisticated enough to deliver on-demand entertainment and 
transactional services to thousands of customers at the same time, along with the 
billing and support services to back them up. Besides, interface of the applications 
should be changed frequently so as to attract customers. 
Security of personal information 
The multimedia revolution will certainly result in some tricky social problems. The 
most worrisome social issue that will arise in an era of interactive networks is the ease 
of monitoring the behavior of subscribers. On-line transactions can collect vital 
consumer information which includes the consumer's buying habit and response 
behavior. This information is invaluable to marketers. It is quite often nowadays that 
the marketers can easily collect the consumer's information through some means 
without the consumers' acknowledgment. Hongkong Telecom has the obligation not 
to disclose single individual's information to the third party and it has to protect the 
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i.ight and privacy of its customers. On the other hand, it should make use of this 
valuable information internally to enhance market analysis of the services. 
Product type and guarantee 
Putting the products on the screens is a tremendous business that requires the best and 
most creative efforts. Product selection is a critical step in making the success of 
Home Shopping Services. According to our research finding, low involvement 
products such as "CD & video tape", “books, newspaper & magazines” "food & 
drinks" and “groceries” are the items people more willing to purchase through Home 
Shopping Service. Hence, Hongkong Telecom IMS should seek more business 
partners providing these kinds of products so as to give more choices to its customers. 
For those high involvement products, customers' perceived risk is higher and they are 
not willing to purchase these product on-line. Therefore, Hongkong Telecom IMS 
must be very careful in choosing not only business partners but also their goods sold. 
Besides, product guarantee or money back scheme is very important to get the 
confidence from the customers, especially for those high involvement products. 
Hongkong Telecom should negotiate with its business partners to provide such 
guarantee scheme along with the sales of their products. 
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P r i c e 
The subscription of IMS constitutes of two kinds of charges: basic monthly charge 
and pay-per-view charge. Besides, people have to pay other bills when they purchase 
goods through Home Shopping Service, ln the market research, we have found that 
the price elasticity is very high, especially for basic monthly charge o f I M S and product 
price on Home Shopping. 
Even customer sophistication has reached a high level and convenience can sold at a 
premium, Hongkong Telecom IMS should better set its monthly charge at least 
comparable to Cable TV in order to compete with Cable TV. A basic monthly charge 
of "less than $200” seems reasonable and acceptable by the customers. Besides, the 
charge per movie should not be higher than video rental price as people are not willing 
to pay more than the video rental price for using VOD. 
For Home Shopping, it seems difficult for Hongkong Telecom IMS to charge a 
premium for convenience. Many people reject to use this service when the product 
price is only 5% higher than the retail price. Therefore, Hongkong Telecom IMS 
should negotiate with its business partners and advise them to give special discount on 
products sold on IMS. Indeed, these companies can save cost in store rental and 
salesforce when they place a teleshop on IMS. 
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Place 
For Home Shopping Service, purchases are delivered straight to customers' door. It 
should be treated as convenient service; however, some customers see this kind of 
delivery service troublesome as they are not always available at home to wait for the 
delivery. It is important to avoid late delivery and causing any inconvenience to 
customers. Therefore, the delivery time should be flexible and convenient to 
customers and in some case can be decided by the customers themselves. 
Promotion 
Having identified the demographic characteristics, life style, behavior and experience of 
the target customers. Hongkong Telecom IMS has to match this customer profiles to 
media profiles. In other words, the customer characteristics should be matched with 
the audience characteristics of different media. As the high potential targets are young, 
new technology seeker with “college education or above", advertisements should be 
shown on their favorite media. 
Furthermore, special price offer can be used to attract more people to try the service. 
The company should not only create an awareness about the service, but also inform 
potential customers about the unique features of the services such as "convenience" 
and “improvement of quality of life”. The conveyed message should also match 
customers needs and relieve their worries as discussed before. 
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At this moment, road show or demonstration is appropriate as the target is only one 
segment and a rather small market. As Hongkong Telecom IMS builds up the network 
and more people get familiar with this new technology, it should broaden its target to 
the mass population, other means of mass media promotion is necessary. 
ln conclusion, in order to secure its leading position in the market, Hongkong Telecom 
IMS should emphases on the excellence ofservice, superiority of customer choice, and 
strength of customer loyalty. It can meet the continuous customers needs by 
maximizing the match between system designs, the needs of users and the tasks of 
activities they want to car17 out, so that the customers' loyalty towards the company 
can be built up. 
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CHAPTER IX 
C O N C L U S I O N . 
Interactive multimedia will converge the technology, communications, entertainment, 
and consumer-electronic industries. It will have dramatic impact on our future life. It 
will multiply exponentially the types and amounts of information available at one's TV 
or desktop. It will enable more people to meet and work together without the time 
and expense normally associated with business travel. Data, voice and image are 
converging and communication is no longer restricted to location. 
Hongkong Telecom's IMS is still at embryonic stage. The most significant issues 
which affect the successful and timely acceptance of this multimedia technology are 
programming, marketing, pricing and legislation. If any one of these issue are not 
addressed correctly, IMS will experience a slow lift-off. 
On the programming side, a wide selection of easy-use educational, entertainment and 
business programs must be available. Hardware and software designing groups need 
to collaborate with publishers, producers, manufacturers, retailers, universities, 
libraries and other resource centers to develop enticing applications for viewers. 
Effective marketing plan and promotion campaigns must be developed to increase 
public awareness and attract the target customers to subscribe the new services. 
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People nowadays are more demanding than ever before. Besides, they are price 
sensitive. It is a great challenge for Hongkong Telecom IMS to meet their 
sophisticated needs and create an competitive edge over other competitors. 
For the government side, new legislation must be formulated to encourage fair 
competition among cable, broadcasting, telephone, publishing, and entertainment 
companies to speed deployment of the superhighway. 
Generally speaking, owing to a variety of factors such as the on-going rapid 
improvements and falling cost of software and hardware, the advances in digital 
techniques, the high disposable income and increasing living standards, the strong 
appetite for new technology and convenience, the integration of several media in future 
information systems would be inevitable. The market potential and opportunity for 
Hongkong Telecom's Interactive Multimedia Services will be tremendous. 
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APPENDIX 1 
HONGKONG TELECOM IMS MILESTONE 
Date Milestone 
Jan 1994 Strategic Planning Unit (SPU) of Hongkong Telecom commenced 
the IMS project 
June 1994 Formation of the Multimedia Business Unit 
Sept. l994 Technical trial of video-on-demand with 50 internal stafF and family 
stafF 
Feb. 1995 Request for Proposal issued to 36 international technology 
companies 
Mar 1995 The Office of the Telecommunications Authority approved 
commercial trial o f V O D 
Commencement of a six-month commercial VOD trial with 400 
households to enjoy over 150 hours of movies, TV shows, music, 
infotainment and children specials 
Apr. 1995 Formed partnership with over 30 leading local and international 
businesses to develop a full range of interactive multimedia services 
June 1995 Formed strategic alliance with Fitto Mobile to explore opportunities 
of interactive programming 
July 1995 Shortlisted five consortia to compete for end-to-end solution for 
interactive multimedia services 
Aug-Sept Premiere exhibitions on IMS carried out throughout Hong Kong 
1995 
Sept. l995 Completion of commercial VOD trial 
Oct. 1995 Hongkong Telecom IMS Limited incorporated 
Finalized Technology vendors, system integration and product 
management consultant 
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A P P E N D I X 13 
HONGKONG TELECOM IMS ROLL-OUT PLAN OF 
BROADBAND IMS SERVICES Dsf 1997 











A P P E N D I X 13 
APPROVAL OF A VIDEO-ON-DEMAND TRIAL BY 
HONG KONG TELEPHONE COMPANY LTD. 
The Telecommunications Authority (TA) has given his approval to Hong Kong 
Telephone Company Limited (HKTC) to conduct a commercial trial on Video-on-
Demand (VOD), subject to a number of conditions. 
1. Program Material - HKTC undertakes that no Category III films or "indecent" 
material is classified under the Control of Obscene and Indecent Articles Ordinance 
will be used in the trial. HKTC further undertakes not to transmit any advertising 
materials in the trial. 
2. Open Network Requirement - HKTC will need to open up its network to allow any 
other potential VOD operator to conduct similar trials on fair and non-
discriminatory terms and conditions. 
3. Separation of Accounts - HKTC will need to operate the VOD trial service totally 
separate from all the existing services that it is operating to ensure that there is no 
cross subsidization between the VOD trial and any other services. 
4. The approval is for a trial period of 6 months and HKTC is permitted to charge 
tariffs for the service as approved by the TA. 
5. The trial is approved without prejudice to the TA's consideration on future 
proposals on further trials or the actual introduction of a commercial VOD service. 
Source : Adapted from OFTA Press Release on March 3, 1995 
(Internet Home Page Address: http://www.ofta.gov.hky^press/pr95a_f.html) 
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A P P E N D I X 13 
HONGKONG TELECOM IMS TECHNOLOGY PARTNERS LIST 
I M S Technology Technology P a r t n e r s 
ATM Switch Iwatani/Fuitsu 
AccessNetwork Iwatani/Fuitsu 
Level l Gateway Hewlett Packard 
Media Server Hewlett Packard 
Level 2 Gateway Hewlett Packard 
Middleware Sybase 
Se t -TopBox — NEC 
Support Systems Broad Vision 
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1. American Express International, Inc. 
2. Bank of China Group 
3. Bank of East Asia 
4. Bates Hong Kong Limited 
5. BMW Concessionaires (HK) Ltd. 
6. Bon Market International Limited 
7. Breakthrough Limited 
8. Centro Digital Pictures 
9. Chase Manhattan N.A. and Manhattan Card Co. Limited 
10. China Travel Service (Holdings) HK Ltd. 
12. Communication Management Limited 
13. DHL (HK) Limited 
14. Dickson Concepts (International) Limited 
15. Dodwell Motors 
16. Domino Pizza 
17. DX Group (Hong Kong) Limiled 
18. Electronic Payment Services Co. (HK) Limited 
19. Farrington Travel Limited 
20. First Electronics Limited 
21. Fitto Mobile Laser Distribution 
22. Hang Seng Bank Limited 
23. HMV Hong Kong 
24. Home Shopping Network U.S. 
25. Hong Kong Siebii Enterprise 
26. Hong Kong and Shanghai Banking Corporation Limited 
27. Hong Kong Trade Development Council 
28. Hong Kong University of Science and Technology 
29. In Express Ltd. 
30. Italade Enterprises Ltd. 
31. Just Gold Co. Limited 
32. JWT Direct 
33. Kalm's Chain of Gift Stores (Cosdel (F.E.) Ltd.) 
34. Li and Fung (Retailing) Limited 
3 5. Lotus Tours Limited 
36. Open Learning Institute of Hong Kong 
37. Panorama Entertainment 
38. Park'N Shop Limited 
39. Philips Hong Kong Limited 
40. Pizza Hut (a Jardine Pacific business) 
41. Royal Hong Kong Jockey Club 
42. Shun Hing Electronic Trading Co. Limited 
43. Sino United Electronic Trading Co. Limited 
44. Sound Department (HK) Limited 
45. Standard Chartered Bank 
46. Telecom Directories Ltd. 
47. Thomas Cook Travel Services 
48. Tower Records HK Limited 
49. US West Marketing Resources Group, Inc. 




A P P E N D I X 13 
HONGKONG TELECOM IMS CONTENT PROVIDERS LIST 
1. Asia Business News 
2. ATV Enterprises Limited 
3. BBC 
4. Breakthrough 
5. Carlton Communications plc 
6. Chrysalis Distribution Limited 
7. Cincrown International Limited 
8. Consulate General o fFrance Cultural Service 
9. Continental Film Distributors Limited 
10. Convent Garden Pioneer FSP Limited 
11. Discovery Asia Inc. 
12. E! Entertainment Television Inc 
13. EMI 
14. Fitto Entertainment Co. Ltd. 
15. Fitto Mobile Laser Distribution Co. Ltd. 
16. Government Information Services 
17. Longman Asia 
18. Media Asia Group 
19. Mei Ah International Co. Ltd. 
20. Ocean Shores Video Limited 
21. Oxford University Press HK 
22. Panorama Distributions Co. Ltd. 
23. RM Associates 
24. RTHK 
25. Screen Ventures 
26. Shu Kei 's Creative Workshop Ltd. 
27. Sportsworld Network 
28. Star TV Network 
29. Thames Television International 
30. TVB International Limited 
31. VGI Marketing Limited 
32. Walt Disney 
33. Yorkshire Tyne Tees International 
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APPENDIX 1 
QUESTIONAIRE FOR MARKET SURVEY 
Hello, my name is , and I am a MBA stiident at the CUHK. We are now conducting a 
survey on Interactive Multimedia Services which will be introduced by Hongkong Telecom iil mid 1997. Your 
information will help us to complete our MBA program and we ensure that all information will be strictly 
confidential. Could you please spare a minute 
Section I Current and Past Experience 
1. Is your household a current subscriber of Cable TV? 
— Y e s If"Yes" 
— N o ir“No”’ please give reasons : 
2. How often do you rent a video tapeAJD from video rental shops? 
—Less than one tapeAJ) per month 
—One tapeAJ) per month 
—One tape/LI) per two weeks 
One to two tapes/LI)s per week 
—Three or more tapesyLDs per week 
3. Have you bought any items through lhe following Directing Marketing services? 
TV home shopping Yes — No 
Direct mail on newspaper or magazine Yes No 
Catalog ordering — Yes — No 
Memet on-line ordering — Yes No 
No experience — 
Section II Intcractivc Multimedia Services 
4. Have yoii heard of Interactive Multimedia Services (IMS) offered by Hongkong Telecom in next ftiture 
Yes — No 
5. Are you aware of the following services 
Video-on-demand (VOD) — Yes — No 
Home Shopping Service — Yes — No 
The Interactive Multimedia Services (IMS) will transform our home into entertainment and information centre 
where voice, data and video communications come together in an innovative and interactive manner. The services 
will include Video-on-demand (VOD), Home Banking, Home Shopping,, Educational Services and Network 
Games etc. These services will remarkably enhance and enrich our lifestyle. To access to the service, all you need 
are a telephone line, a TV set and a remote control system. 
Please see the fantastic demonstration on the following pages! 
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A demonstration of the current VOD system 
H I H P V H Q I 
m m ^ ^ n H i 
P ^ | ^ ^ p i p | ^ J J | ^ M p ^ ^ ^ B 
| P w ^ ^ ^ ^ s 
W 5 ^ n 3 ^ ^ , 4 ^ ¾ ^ ¾ ^ ^ S 
! ^ ‘ i M ^ ^ a ^ ^ f f l i g M i g 
^ ^ S S l S r ^ j M if:,^iii:L :.“. m 
^^ ^^ K^^ B^BBSW B^^ SS^ HBSEiB^ B^ <^^5fi^ W^^^^^^^5^^^W^« ^ _t^ ^ |^^ ^^^ |^|^ ^^^^^ j^^ |^^ ^^^^^^ [^ 
H H H H H H H I ^ H I I 9 I VOD Mam Screen 
Action 1: Click the Movies button 
^ ^ ^ ^ g 
^ R — , ^ ^ ^ B 
^ ^ ^ ^ ¾ ^ ^ ^ ^ ^ ^ ^ ^ ^ ¾ VOD Movie screen 
Action 2: Click the Top Picks button 
^^^^^^ E^^m^m^ 
^ ^ _ ^ ^ 
P ^ M i l S ^ ^ ^ ^ C T 
j r i M m « M ^ i M h « i l a _ - _ M g _ 
J^> ' ^ " ^ . 7 ? ? ? ¾ ^ ¾ ^ ^ ^ ^ ¾ VOD Top Picks Screen 
Action 3: Click the Apollo 31 button 
^ ^ ^ ^ M 
r * * " ^ ^ s ^ s n 
• < jLi8i*i4s>.»M.l.^ flMHMHHMHHI^^ 
m i i P 0 _ l K M ^ y H | ^ a _ 
|^^:^jjpjl^^ppp! ^^S^^^^^I^^II^^^^S S |^^^S^^^^^^^^^S^^H^^^s 8 
• ; g | ^ y » i E ^ g g | | ^ ^ g ^ K ^ 
9 ^ ^ ^ ^ S S S ^ I : ^ ^ ^ ^ ^ ^ ^ ^ ^ ! ^ ^ 1 : 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ P P ^ ^ ^ . ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ M ^ • |ais 
, : “ S ^ w ^ m i P w w i M 
! i # " S y ^ ^ ^ ^ ^ ^ ^ ^ ^ W VOD Movie Preview Screen 
Action 4: Click the Watch button 
^^ ^^ ^^ ^^ ^^ ^^ ^^ ^^ U^i^ ^^ ^^ ^^ ^^ ^^ ^^ ^^ ^^ ^^ l^ HMftS^ SS^  
^ ^ ^ ^ ^ ^ ^ ^ ^ ! ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ - - ' 
m ^ H m i H H H H ^ ^ 1 5: Congratulations! You got it! 
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A demonstration ofthe current home shopping mall 
^ ¾ ¾ : : _ f _ i ^ M | 
n ^ ^ 9 
i|^ ^MSi>> a^a!S^<>s^ *aaa^ a^l^ >taifa^ a|fe^ |^<^^ j^ ^^ ^^ ^^  
^ ^ ^ ^ M 
B ^ ^ ^ ^ ^ S . ^ ^ f f i ^ Shopping Plaza Screen 
Action 1: click the S h o p p i n g button 
JHj^^^^^^^^^^^^^j^^^^ ^^^^^^;^g^^^^^g^ 
_ i ^ ^ 
^ ^ ^ E M i 
_ # ’ , ^ ^ ^ ^ ^ ,,.‘ - ^ ^ ¾ ¾ ! y-
^-^^^¾¾^¾^^^¾^^ '^¾^^ t 
^ ^ ^ 
^ ^ 8 ^ E ^ H Shopp ingMal lSc reen 
Action 2: click the C D button 
m ^ ^ ^ ^ ^ ^ ^ ^ ^ m " ^ _ i . . 
i ^ M _ [ 
^ ^ ^ i g p ^ 
^ ^ ^ ^ ^ E . 
^ ^ ^ ^ ^ ^ _ 
B f H B ^ K ^ ^ ^ ^ I CD Category Screen 
Action 3: click the Engl i sh P o p button 
^m^^ 
^ m 
^ M ^ ^ B ^ ^ W ^ ^ l ' ^ 3 CD Sub-Category Screen 
Action 4: click the New Release button 
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^ ^ ^ ^ ^ ^ ^ ^ ^ M | | ^ ^ ^ g ^ ^ ^ y ^ ^ ^ ¾ ^ 
^ ^ ^ W l ^ ^ t 2 “ _ _ — I CD Product Offerices Screen 
Action 5: click the “A Moment of Love" button 
P ^ a | ^ g g | p ^ p ^ ^ | ^ ^ ^ ^ ^ p | ^ ^ ‘ '^^^^^ I 
F^^^ 
^^^m 
^ ^ ^ ^ B ^ ^ ^ S ^ ^ ^ t t A a J ^ ^ i CD Product Description Screen 
Action 6: click the Buy Button 
r w ^ m ^ ^ ^ : 
^ ^ : _ i i i R i l M i i i i i _ i i i i i B i ^ 8 i f r _ 
_ _ __111 ___ _ _ _ 
_ i i W P _ _ _ _ _ _ _ _ : _ 
M ^ • • ^ & • - ¾ - : : ¾ : ¾ ' ^ ¾ - ¾ ¾ - ^ ^ ¾ - ¾ ¾ ¾ ; ¾ ^ ¾ : ¾ : - > ‘ : ? ; : ^ % : : : : ( : : : : . : ^ ^ 4 
^ K | ' - ; :¾¾¾¾¾:¾^ 
^ ^ ^ ¾ ^ V ^ C ^ ^ ^ ^ . . , 1 ^ ^ ^ ^ 
^ ^ tW^‘ • 
n ^ ^ ^ ^ ^ ^ i ^ » ^ ^ « a 
^P[*Siap^Mi;;-SSS^^^ : * 1if®SSffi_ 
fc^^s^2PP^SS^^S^R 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ k 7: Congratulations! You got it! 
103 
A. VOD Service 
6. Please indicate your opinion about the importance of the following factors in considering the subscription 
of VOD. 
Not very Not Neither hnportant Very 
important important important important 
nor not 
important 
Reasonable price 1 2 3 4 5 
User-friendly hiterface 1 2 3 4 5 
Time saving 1 2 3 4 5 
Convenience 1 2 3 4 5 
Availability of updated movies 1 2 3 4 5 
Availability of diversified programs 1 2 3 4 5 
7. At present. Cable TV's monthly charge on 15 Basic Channels is $208 and annual basic charge for Cable-
on-deinand Service is $100. Will you subscript Hongkong Telecom's VOD service if the basic monthly 
charge is as follows : 
Basic Monthly Charge Definitely Probably Don't Probably Defmiteiy 
will iiot will not kiiow will will 
less than$100 1 2 3 4 5 
$100- 199 1 2 3 4 5 
$200 - 299 1 2 3 4 5 
$300 or above 1 2 3 4 5 
8. Will you watch movie through VOD if the charge per movie is as follows (in addition of the basic monthly 
access fee of not more than $200) 
Charge per movie Definitely Probably Don't Probably Definitely 
will not will not know will will 
10% lower than video rental price I 2 3 4 5 
Same as video rental price 1 2 3 4 5 
10% higher than video rental price I 2 3 4 5 
20% higher than video rental price 1 2 3 4 5 
B. Home Shopping Service 
9. If the following products are available in Home Shopping Service, will you purchase them on-line? 
Definitely Probably Don't Probably Definitely 
will not will not kiiow will will 
Home Appliances 1 2 3 4 5 
Books, Newspaper & Magazines 1 2 3 4 5 
Clothing & Footwear 1 2 3 4 5 
Food & I)rinks 1 2 3 4 5 
Groceries (Supermarket) 1 2 3 4 5 
Jewehy & Accessories 1 2 3 4 5 
CD & Video Tape I 2 3 4 5 
Sports & Recreational Equipment I 2 3 4 5 
Toys & Gifts 1 2 3 4 5 
Others (Please specify: ) 1 2 3 4 5 
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10. Please indicate your opinion about the importance of the following factors in considering the use of Howe 
Shopping Service. 
Not very Not Neither hnportant Very 
important important iinportant important 
nor not 
important 
Price of product 1 2 3 4 5 
User-friendly hiterface 1 2 3 4 5 
Availability of diversified products 1 2 3 4 5 
Time saving 1 2 3 4 5 
Convenience 1 2 3 4 5 
Product Guarantee 1 2 3 4 5 
Security of personal data 1 2 3 4 5 
11. Will you purchase any items through Home Shopping Service if the price of the product is : 
Price ofProdiict Definitely Probably Don't Probably Definitely 
will not will not kiiow will will 
10% lower than the retail price 1 2 3 4 5 
5% lower than the retail price 1 2 3 4 5 
Same as the retail price 1 2 3 4 5 
5% higher than retail price 1 2 3 4 5 
10% higher than retail price I 2 3 4 5 
12. When the IMS services which include VOD, Home Shopping, Home Banking Educational Services and 
Network Games are available in Hong Kong in mid 1997 will you choose to subscribe it 
__ Definitely will not 
Probably will not 
_ I)oivt know 
—Probably will 
—Definitely will 
Section III Life Style and Behavior 
13 Do you agree with the following statements? 
Strongly Disagree Neither Agree Strongly 
disagree disagree agree 
nor 
agree 
I like to stay at home in leisure time. 1 2 3 4 5 
I enjoy shopping a lot. 1 2 3 4 5 
I am a new information seeker. 1 2 3 4 5 
I prefer to watch movies at cinema than at home. 1 2 3 4 5 
I like outdoor activities. 1 2 3 4 5 
I am willing to pay more for convenience. 1 2 3 4 5 
I always fliid no time to go shopping. 1 2 3 4 5 
I am a new technology seeker. 1 2 3 4 5 
I find it is inconvenient to rent a video at rental 1 2 3 4 5 
store. 
I like shopping around for comparison before I make 1 2 3 4 5 
any buying decision. 
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Section IV Demographic Data 
14. What is your sex 
—Male — Female 
15. What is your age 
Under 20 40 - 49 
.i — 20 - 29 ~ 50 or above 
— 30 - 39 
16. What is your highest education level achieved 
—Primary school or below 
Secondary to Matriculated Level 
—CollegeAJniversity or above 
i 17. What is your household monthly income 
$20,000 or below — $40,001 - $50,000 
~ $20,001 - $30,000 ~ $ 5 0 , 0 0 1 -$60,000 
^ : $30,001 - $40,000 “ $60,001 or above 




\ -I ! 
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A P P E N D I X 13 
DEMOGRAPHIC DsfFORMATION OF 133 RESPONDENTS 
Demographics |Category “ Frequency Frequency % 
^ ^ “ 4 7 . 3 7 % ~ 
Female 70 52.63% 
A ^ Under 20 8 6.02% 
20 -29 34 25.56% 
30 -39 56 42.11% 
40 -49 28 21.05% 
50 or above 7 5.26% 
Highest Education Level Primary or belovv 4 3.01% 
Secondary to Matriculated 43 32.33% 
College/University or above 86 64.66% 
Monthly Household Income~~ $20,000 or below 8 6.02% 
$20,001 -$30,000 17 12.78% 
$30,001 -$40,000 25 18.80% 
$40,001 -$50,000 26 19.55% 
$50,001 -$60,000 35 26.32% 
$60,001 or above 22 16.54% 
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A P P E N D I X 13 
VOD SUBSCRIPTION BY CABLE TV SUBSCRIPTION 
(A) BASIC MONTHLY CHARGE WAS LESS THAN $100 
VOD Subscription 
Cable TV Definitely will not / Don't know Probably will / Total 
Subscription Probably will not Definitely will 
Cable TV subscriber 2 1 53 56 
3.6% 1.8% 94.6% 100% 
Non Cable TV 9 7 61 77 
subscriber 11.7% 9A% 79.2% 100% 
(B) BASIC MONTHLY CHARGE WAS BETWEEN $100 TO $199 
VOD Subscription 
Cable TV Definitely will not / Don't know Probably will / Total 
Subscription Probably will not Definitely will 
Cable TV subscriber 15 11 30 56 
26.% 19.6% 53.6% 100% 
Non Cable TV 15 19 43 77 
subscriber 19.5% 24.7% 55.8% 100% 
(C) BASIC MONTHLY CHARGE WAS BETWEEN $200 TO $299 
VOD Subscription 
Cable TV Definitely will not / Don't know Probably will / Total 
Subscription Probably will not Definitely will 
Cable TV subscriber 36 10 10 56 
64.3% 17.9% 17.9% 100% 
Non Cable TV 47 23 7 11 
subscriber 61.0% 29.9% 9A% 100% 
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APPENDIX 10 
VOD SUBSCRIPTION BY CABLE TV SUBSCRIPTION 
(A) CHARGE PER MOVIE WAS 10% LOWER THAN VH)EO RENTAL PRICE 
VOD Subscription 
Cable TV Definitely will not / Don't know Probably will / Total 
Subscription Probably will not Definitely will 
Cable TV subscriber 8 10 38 56 
14.3% 17.9% 67.9% 100% 
Non Cable TV 6 5 66 11 
subscriber 7 ^ ^ 85.7% 100% 
Chi-Square Value Degree of freedom Significance 
6.333 2 0.04215 
(B) CHARGE PER MOVIE WAS SAME AS VIDEO RENTAL PRICE 
VOD Subscription 
Cable TV Definitely will not / Don't know Probably will / Total 
Subscription Probably will not Definitely will 
Cable TV subscriber 26 12 18 56 
46.4% 21.4% 32.1% 100% 
NonCableTV 25 10 42 77 
subscriber 32.5% 13.0% 34.5% 100% 
Chi-Square Value Degree of freedom Significance 
6.65 2 0.03595 
(C) CHARGE PER MOVff i WAS 10% HIGHER THAN VE )E O RENTAL PRICE 
VOD Subscription 
Cable TV Definitely will not / Don't know Probably will / Total 
Subscription Probably will not Definitely will 
Cable TV subscriber 44 3 9 56 
78.6% 5.4% 16.1% 100% 
Non Cable TV 48 17 12 77 
subscriber 62.3% 22.1% 15.6% 100% 
Chi-Square Value Degree of freedom Significance 
7.268 2 0.02641 
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APPENDIX 11 
VOD SUBSCRIPTION BY FREQUENCY OF VIDEO RENTAL 
(A) BASIC MONTHLY CHARGE WAS LESS THAN $100 
VOD Subscription 
Frequency of video Definitely will not / Don't know Probably will / Total 
rental Probably will not Definitely will 
One or less than one 5 5 71 81 
video per month 6.2% 6.2% 87.7% 100% 
Two or more than 6 3 43 52 
two video per month 11.5% 5.8% 82.7% 100% 
(B) BASIC MONTHLY CHARGE WAS BETWEEN $100 TO $199 
VOD Subscription 
Frequency of video Definitely will not / Don't know Probably will / Total 
rental Probably will not Definitely will 
One or less than one 18 17 46 81 
video per month 22.2% 21.0% 56.8% 100% 
Two or more than 12 13 27 52 
two video per month 23.1% 25.0% 51.9% 100% 
(C) BASIC MONTHLY CHARGE WAS BETWEEN $200 TO $299 
VOD Subscription 
Frequency of video Definitely will not / Don't know Probably will / Total 
rental Probably will ndt Definitely will 
One or less than one 56 14 11 81 
video per month 69.1% 17.3% 13.6% 100% 
Two or more than 27 19 6 52 
two video per month 51.9% 36.5% 11.5% 100% 
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APPENDIX 12 
VOD SUBSCRIPTION BY FREQUENCY OF VIDEO RENTAL 
(A) CHARGE PER MOVIE WAS 10% LOWER THAN VIDEO RENTAL PRICE 
VOD Subscription 
Freqi^iency of video Definitely will not/ Don'tknow Probably will / T ^ 
- ^ ^ Probably will not Definitely will 
One or less than one 8 j^ “ ^ — 
videopermonth 9.9% 14.8% 75.3% 100% 
Two or more than 6 3 43 52 
two video per month U J % ^ 82.7% m 
(B) CHARGE PER MOVIE WAS SAME AS VIDEO RENTAL PRICE 
VOD Subscription 
Frequency of video Definitely will not/ Don't know Probably will / f ^ ^ 
- i ^ Probably will not Definitely will 
One or less than one ^ ‘ H “ ~ ^ ~ ^ \ 
vidco pcr month 34.6% 13.6% 51.9% l()0% 
Two or more than 23 11 18 ^2 
two video per month 44.2% 21.2% 34.6% • % 
(C) CHARGE PER MOVIE WAS 10% HIGHER THAN VIDEO RENTAL PRICE 
VOD Subscription 
Frequency of video Definitely will not / Don't know Probably will / ~ Total 
1 Probably will not Definitely will 
One or less than one ^ “ f^ j ^ “~~— 
video per month 61.7% 19.8% l8.5% 100% 
Two or more than 42 4 6 52 
two video per month 8Q.8% 7 7 % 115% _ % 
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A P P E N D I X 13 
V O D SUBSCRIPTION BY PERCEPTION OF EMCONVENIENCE OF 
VIDEO R E N T A L SERVICE 
(A) BASIC M O N T H L Y CHARGE WAS LESS T H A N $100 
VOD Subscription 
Inconvenience of Definitely will not / Don't know Probably will / Total 
video rental service Probably will not Definitely will 
Strongly disagree / 4 4 50 58 
Disagree 6.9% 6.9% 86.2% 100% 
Don't know 7 2 21 30 
23.3% 6.7% 70.0% 100% 
Strongly agree / 0 2 43 45 
Agree 0% 4 ^ 95.6% 100% 
Chi-Square Value Degree of freedom Significance 
13.739 4 0.00818 
(B) BASIC M O N T H L Y CHARGE WAS B E T W E E N $100 TO $199 
VOD Subscription 
Inconvenience of Definitely will not / Don't know Probably will / Total 
video rental service Probably will not Definitely will 
Strongly disagree / 10 16 32 58 
Disagree 17.2% 27.6% 55.2% 100% 
Don't know 14 5 1 \ 30 
46.7% 16.7% 36.7% 00% 
Strongly agree / 6 9 30 45 
Agree 13.3% 20.0% 66.7% 100% 
Chi-Square Value Degree of freedom Significance 
14.350 4 0.00626 
(C) BASIC M O N T H L Y CHARGE WAS B E T W E E N $200 TO $299 
VOD Subscription 
Inconvenience of Definitely will not / Don't know Probably will / Total 
video rental service Probably will not Definitely will 
Strongly disagree / 33 18 7 58 
Disagree 56.9% 31.0% 12.1% 100% 
Don't know 22 4 4 30 
73.3% 13.3% 13.3% 100% 
Strongly agree / 28 11 6 45 
Agree 62.2% 24.4% 13.3% 100% 
Chi-Square Value Degree of freedom Significance 
. 3 . 3 9 7 9 4 0.49357 
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A P P E N D I X 13 
VOD SUBSCRIPTION BY PERCEPTION OF ^ C O N V E N I E N C E OF 
VIDEO RENTAL SERVICE 
(A) CHARGE PER MOVIE WAS 10% LOWER THAN VIDEO RENTAL PRICE 
VOD Subscription 
Inconvenience of Definitely willnot/ Don't know ProbablywiIl/ f ^ ^ 
video rental service Probably will not Definitely will 
Strongly disagree / U ~ j “ ^ ^ ~ 
?sagree 20.7% 1.7% 77.6% 100"/> 
Don t know 2 11 17 30 
, , 6.7% 36.7% 56.7% 100% 
Strongly agree / 0 3 42 45 
- ^ ^ ^ 93.3% lQQo/o 
(B) CHARGE PER MOVIE WAS SAME AS THAN VIDEO RENTAL PRICE 
VOD Subscription 
Inconvenience of Definitely will not / Don't know Probably will / Total 
video rental service Probably will not Definitely will ‘ 
Strongly disagree / 29 H u ~ ^ 
Disagree 50.0% 19.0% 31.0% ioo% 
Don't know 14 6 10 30 
46.7% 20.0% 33.3% 100% 
Strongly agree / 8 5 32 45 
Agree 17.8% ] J J % 71.1% > 
(C) CHARGE PER MOVIE WAS 10% HIGHER THAN VIDEO RENTAL PRICE 
VOD Subscription : 
Inconvenience of Definitely will not / Don't know Probably will / Total 
video rental service Probably will not Definitely will 
Strongly disagree / 52~ 1 5 J^ 
Disagree 89.1% 1.7% 8.6% 100% 
Don't know 21 6 3 3Q 
70.0% 20.0% 10.0% lOOo/o 
Strongly agree / 19 13 13 45 
Agree 42.2% 28.9% 28.9% lQQ% 
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A P P E N D I X 13 
VOD SUBSCRIPTION BY PREFERENCE OF W A T C f f l N G MOVIE 
AT CnSfEMA THAN AT HOME 
(A) BASIC MONTHLY CHARGE WAS LESS THAN $100 
VOD Subscription 
Preference of Definitely will not / Don't know Probably will / Total 
vvatching movie at Probably will not Definitely will 
cinema than at home 
Strongly disagree / 6 “ ^ " “~~"^ ^ • " “ 
Disagree 10.5% 10.5% 78.9% 100% 
Don t know 2 2 24 28 
^ 7.P/o 7.1% 85.7% 100% 
Strongly agree / 3 0 45 48 
Agree 6.3% 0% ^ 100% 
(B) BASIC MONTHLY CHARGE WAS BETWEEN $100 TO $199 
VOD Subscription 
Preference of Definitely will not / Don't know Probably will / Total 
watching movie at Probably will not Definitely will ‘ 
cinema than at home 
Strongly disagree / 14 21 22 57 
Disagree 24.6% 36.8% 38.6% 100% 
Don't know 3 6 19 28 
.70/0 21.4% 67.9% 100% 
Strongly agree / 13 3 32 48 
A^ree 27.1% ^ 66.7% lQQ% 
(C) BASIC MONTHLY CHARGE WAS BETWEEN $200 TO $299) 
VOD Subscription 
Preference of Definitely will not/ Don't know Probably will / Total 
watching movie at Probably will not Definitely will ‘ 
cinema than at home 
Strongly disagree / 42 10 5 57 
Disagree 73.7% 17.5% 8.8% 100% 
Don't kiiow 14 11 3 28 
50.0o/o 39.3% 10.7% 100% 
Strongly agree / 27 12 9 48 
Agree 36.3% 25.0% [ _ ^ ioo% 
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A P P E N D I X 13 
VOD SUBSCRIPTION BY PREFERENCE OF WATCHING MOVIE 
AT C m E M A THAN AT HOME 
(A) CHARGE PER MOVIE WAS 10% LOWER THAN VIDEO RENTAL PRICE 
VOD Subscription 
Prefer to watch Definitely will not / Don't know Probably will / Total 
movie at cinema Probably will not Definitely will 
Strongly disagree / 6 6 45 57 
Disap"ee 42.9% 10.5% 78.9% 100% 
Don't know 8 3 17 28 
28.6% 10.7% 60.7% 100% 
Strongly agree / 0 6 42 48 
Agree 0% 12.5% 87.5% 100% 
(B) CHARGE PER MOVIE WAS SAME AS VIDEO RENTAL PRICE 
VOD Subscription 
Prefer to watch Definitely will not / Don't know Probably will / Total 
movie at cinema Probably will not Definitely will 
Strongly disagree / 26 11 20 57 
Disagree 45.6% 19.3% 35.1% 100% 
Don't know 9 4 15 28 
32.1% 14.3% 53.6% lOQo/o 
Strongly agree / 16 7 25 48 
Agree 33.3% 14.6% 52.1% lQQ% 
(C) CHARGE PER MOVIE WAS 10% HIGHER THAN VIDEO RENTAL PRICE 
, VOD Subscription 
Prefer to watch Definitely will not / Don't know Probably will / Total 
movie at cinema Probably will not Definitely will 
Strongly disagree / 45 7 5 57 
Disagree 78.9% 12.3% 8.8% 100% 
Don't know 14 7 7 28 
50.0% 25.0% 25.0% 100% 
Strongly agree / 33 6 9 48 
Agree 68.8% 12.5% 18.8% lQQ% 
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A P P E N D I X 13 
SUBSCRIPTION OF HOME SHOPPING BY EXPERIENCE OF 
DIRECT MARKETING SERVICES 
(A) PRICE OF PRODUCT WAS 5% LESS THAN RETAIL PRICE 
Subscription of 
Home Shopping 
Experience of Direct Definitely will not / Don’t know Probably will / Total 
Marketing service Probably will not Definitely will 
Has experience 12 6 55 73 
16.4% 8.2% 75.3% 100% 
No experience 8 11 41 60 
13.30/0 18.3% 68.30/0 100% 
Chi-Square Value Degree of freedom Significance 
3.07092 2 0.21536 
(B) PRICE OF PRODUCT WAS SAME AS RETAIL PRICE 
Subscription of 
Home Shopping 
Experience of Direct Definitely will not / Don't know Probably will / Total 
Marketing service Probably will not Definitely will 
Has experience 27 14 32 73 
37.0% 19.2% 43.8% 100% 
No experience 16 14 30 60 
26.7% 23.3% 50.0% lQQ% 
Chi-Square Value Degree of freedom Significance 
1.6233 2 0.44412 
(C) PRICE OF PRODUCT WAS 5% HIGHER THAN RETAIL PRICE 
Subscription of 
Home Shopping 
Experience of Direct Definitely will not / Don't know Probably will / Total 
Marketing service Probably will not Definitely will 
Has experience 54 16 3 73 
74.0% 21.9% 4.1% 100% 
No experience 44 13 3 60 
73.30/0 21.7% ^ 100% 
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APPENDIX 18 
SUBSCRIPTION OF HOME SHOPPING SERVICE BY 
i 
I LIKELJNESS OF SH0PPESJG 
j 
(A) PRICE OF PRODUCT WAS 5% LOWER THAN RETAIL PRICE 
I Subscription of 
Home Shopping 
Likeliness of Definitely will not/ Don't know Probably will / Total 
Shoppmg Probably will not Definitely will 
Strongly disagree7 0 “ 2~"“ U f5 
Disagree 0% 13.3% 86.7% 00% 
Don't know 6 3 26 35 
17.1% 8.6% 74.3% 100% 
Strongly agree / 14 12 57 83 
- A E E 16.9% 14.5% 68.70/0 100"/> 
(B) PRICE OF PRODUCT WAS SAME AS THAN RETAIL PRICE 
Subscription of 
Home Shopping 
Likcliness of Definitely will not / Don't know Probably will / Total 
Shopping Probably will not Definitely will 
Strongly disagree / 2 8 5 i5 
Disagree 13.3% 53.3% 33.3% 100% 
Don't know 7 5 23 35 
20.0% 14.3% 65.7% 100% 
Strongly agree / 34 15 34 83 
Agree 41.0% 18.1% 41.Q% lQQQ/o 
(C) PRICE OF PRODUCT WAS 5% HIGHER THAN RETAIL PRICE 
Subscription of 
Home Shopping 
Likeliness of Definitely will not / Don't know Probably will / Total 
Shopping Probably will not Definitely will 
Strongly disagree / 10 5 0 15 
Disagree 66.7% 33.3% 0% 00% 
Don'tknow 21 13 1 35 
60.0% 37.1% 2.9% 100% 
Strongly agree / 67 11 5 83 
Agree 80.7% 13.3% 6 ^ ]QQ% 
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APPENDIX 19 
SUBSCRIPTION OF HOME SHOPPHMG SERVICE BY 
EXPERIENCE OF NO TIME SHOPPING 
(A) PRICE OF PRODUCT WAS 5% LOWER THAN RETAIL PRICE 
Subscription of 
Home Shopping 
No Time Shopping Definitely will not / Don 't know Probably will / Total 
Probably will not Definitely will 
Strongly disagree / 10 8 37 55 
Di ree 18.2% 14.5% 67.3% 100% 
Don't know 10 2 25 37 
27.0% 5.4% 67.6% 100% 
Strongly agree / 0 7 34 41 
Agree 0 ^ 17.1% 82.9% lQQ% 
(B) PRICE OF PRODUCT WAS SAME AS RETAIL PRICE 
Subscription of 
Home Shopping _ _ _ ^ _ _ _ ^ 
No Time Shopping Definitely will not / Don't know Probably will / Total 
Probably will not Definitely will 
Strongly disagree / 23 5 27 55 
Disagree 41.8% 9.1% 49.1% 100% 
Don't know 12 10 15 37 
32.4% 27.0% 40.5% 100% 
Strongly agree / 8 13 20 41 
Agree 19.5% 31.7% 48.8% l()Q% 
(C) PRICE OF PRODUCT WAS HIGHER THAN RETAIL PRICE 
Subscription of 
Home Shopping 
No Time Shopping Definitely will not / Don't know Probably will / Total 
Probably will not Definitely will 
Strongly disagree / 46 7 2 55 
Disagree 83.6% 12.7% 3.6% 100% 
Don't knovv 24 11 2 37 
64.9% 29.7% 5.4% 100"/) 
Strongly agree / 28 11 2 41 
Agree 68.3% 26.8% 4 ^ lQQ% 
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A P P E N D I X 13 
SUBSCRIPTION OF HOME SHOPPRsfG SERVICE BY PRODUCT 
COMPARISON BEFORE PURCHASE 
(A) PRICE OF PRODUCT WAS SAME AS RETAIL PRICE 
Subscription of 
Home Shopping 
Product Comparison Definitely will not / Don't know Probably will / Total 
before purchase Probably will not Definitely will 
Strongly disagree / 1 1 5 7 
Disapee 14.3% 14.3% 71.4% lOO /> 
Don't know 8 10 10 28 
28.6% 35.7% 35.7% 100% 
Strongly agree / 34 17 47 98 
Agree 34.7% 17.3% 48.0% 100% 
L5> " ‘ ‘ ‘ ““ ‘ • • • • • _ • I _ 
(B) PRICE OF PRODUCT WAS 5% HIGHER THAN RETAIL PRICE 
Subscription of 
Home Shopping 
Product Comparison Definitely will not / Don't know Probably will / Total 
before purchase Probably will not Definitely will 
Strongly disagree / 0 2 5 7 
Disagree 0% 28.6% 71.4% 100% 
Don't know 2 1 25 28 
7.1% 3.6% 89.3% 100% 
Strongly agree / 18 14 66 98 
Agree 18.4% 14.3% 67.3% 100% 
(C) PRICE OF PRODUCT WAS 5% HIGHER THAN RETAIL PRICE 
Subscription of 
Home Shopping 
Product Comparison Definitely will not / Don't know Probably will / Total 
before purchase Probably will not Definitely will 
Strongly disagree / 1 6 0 7 
Disagree 14.3% 85.7% 0% 100% 
Don't know 17 9 2 28 
60.7% 32.1% 7.1% 100% 
Strongly agree / 80 14 4 98 
Agree 81.6% 14.3% 4 J % lQQ% 
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APPENDIX 21 
IMS SUBSCRIPTION BY CABLE TV SUBSCRIPTION 
IMS Subscription 
? e TV Definitely will not / Don't know Probably will / Total 
Subscription Probably will not Definitely will 
Cable TV subscriber l9 H “ 26 56 
^3.9% 19.6% 46.4% 100% 
Non Cable TV 30 15 32 77 
, s i—r ibe r 3 ^ 19.5% 41.6% 
Chi-Square Value Degree of freedom Significance 
0.39%4 2 0.81888 
APPENDIX 22 
IMS SUBSCRIPTION BY SEX 
IMS Subscription 
Sex Definitely will not / Don't know Probably will / Total 
Probably will not Definitely will 
Male \5 M “ ~ ~ 3 4 ^ ~ ~ 
23.8% 22.2% 54.0% 100% 
Female 34 12 24 70 
48.6% l J A % 34.3% 
Chi-Square Value Degree offreedom Significance 
8-90157 2 0.01167 
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APPENDIX 23 
IMS SUBSCRIPTION BY AGE 
IMS Subscription 
Age Definitely will not / Don't know Probably will / Total 
Probably will not Definitely will 
29 or beIow [o ~ 21 ^""" 
23.8% 26.2% 50.0% I()0% 
30_39 29 7 20 56 
51-8% 12.5% 35.7% 100% 
40 or above 10 g ^7 35 
28-6% 22.9% 48.6% 100% 
Chi-Square Value Degree of freedom Significance 
9.93881 2 0.04147 
APPENDIX 24 
IMS SUBSCRIPTION BY EDUCATION LEVEL 
IMS Subscription 
Education Level Definitely will not / Don't know Probably will / Total 
Probably will not Definitely will 
Non college / 30 7 10 47 
university graduate 63.8% 14.9% 21.3% 100% 
college / university 19 19 4g 86 
graduate 22.1% 22.1% 55.8% 100% 
Chi-Square Value Degree of freedom Significance 
23.48794 2 0.00001 
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APPENDIX 25 
IMS SUBSCRIPTION BY MONTHLY HOUSEHOLD m C O M E 
IMS Subscription 
Monthly Household Definitely will not / Don't know Probably will / Total 
Income Probably will not Definitely will 
Below $20,000 2 4 2 8 
25.0% 50.0% 25.0% 6.0% 
$20,001 to $40,000 12 6 24 42 
28.6% 14.3% 57.1% 31.6% 
$40,001 to $60,000 28 10 23 61 
45.9% 16.4% 37.7% 100% 
$60,001 or above 7 6 9 22 
31.8% 27.3% 40.9% lOQo/o 
PPENDIX 26 
IMS SUBSCRIPTION BY PREFERENCE OF STAY HOME IN LEISURE TIME 
IMS Subscription 
Preference of stay Definitely will not / Don't know Probably will / Total 
home in leisure time Probably will not Definitely will 
Strongly disagree / _ 9 4 6 19 
Disagree ~47.4% 21.1% 31.6% 100% 
Don,tknow 18 9 21 48 
37.5% 18.8% 43.8% 36.1% 
Strongly agree / 22 13 31 66 
Agree 33.3% 19.7% 47.0% 49.6% 
Chi-Square Value Degree of freedom Significance 
1.63770 2 0.8022 
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APPENDIX 27 
IMS SUBSCRIPTION BY NEW m F O R M A T I O N SEEKER 
IMS Subscription 
Information Seeker Definitely will not / Don't know Probably will / Total 
Probably will not Definitely will 
Strongly disagree / 6 2 1 15 
Disagree 40.0% 13.3% 46.7% 100% 
Don't know 6 6 7 19 
31.6% 31.6% 36.8% 14.3% 
^ 
Strongly agree / 37 18 44 99 
Agree 37.4% 18.2% 44.4% 74.4% 
Chi-Square Value Degree of freedom Significance 
2.23623 4 0.69240 
• 
APPENDIX 28 
IMS SUBSCRIPTION BY PARTICIPATION OF OUTDOOR ACTIVITIES 
_ IMS Subscription 
Participation of Definitely will not / Don't know Probably will / Total 
outdoor activities Probably will not Definitely will 
Strongly disagree / 10 1 3 20 
Disagree 50.0% 35.0% 15.0% 100% 
Don't know 16 9 6 31 
51.6% 29.0% 19.4% 100% 
Strongly agree / 23 10 49 82 
Agree 28.0% 12.2% 59.8% 100% 
Chi-Square Value Degree of freedom Significance 
23.47164 4 0.00010 
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APPENDIX 29 
IMS SUBSCRIPTION BY WILLINGNESS OF PAY MORE FOR CONVENIENCE 
IMS Subscription 
Pay more for Definitely will not / Don't know Probably will / Total 
Convenience Probably will not Defmitely will 
Strongly disagree / 10 5 13 28 
Disagree 35.7% 17.9% 46.4% 100% 
Don,tknow 8 13 12 33 
24.2% 39.4% 36.4% 100% 
<s 
Strongly agree / 31 8 33 72 
Agree 43.1% 11.1% 45.8% 100% 
Clii-Square Value Degree of freedom Significance 
12.02738 4 ‘ 0.01715 
APPENDIX 30 
IMS SUBSCRIPTION BY NEW TECHNOLOGY SEEKER 
IMS Subscription 
New Technology Definitely will not / Don't know Probably will / Total 
Seeker Probably will not Definitely will 
Strongly disagree / 22 5 11 38 
Disagree 57.9% 13.2% 28.9% 100% 
Don,tknow 11 9 8 28 
39.3% 32.1% 28.6% 100% 
Strongly agree / 16 12 39 67 
Agree 23.9% 17.9% 58.2% 100% 
Chi-Square Value Degree of freedom Significance 
17.42972 4 0.00159 
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